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LESSON NUMBER ONE 
THE WHOLESALE SALESMAN | 


STAPLE LINE SELLING 


CAREFUL analysis shows that, broadly speaking, 
there are, in reality only two distinct classes of 
traveling salesmen; the wholesale salesman nnd the 

specialty salesman. 

The wholesale salesman usually sells a staple line of 
goods, which may be considered an established line of 
necessities. For instance, hardware, dry goods, groceries, 
cakes and candies, etc., may all be classified as strictly 
wholesale; while the man who sells typewriters, adding 
machines, comptometers, addressing machines, automo- 
biles, advertising, bonds, real estate such as houses, lots, 
farms, etc., may be classed as a specialty salesman. 

Strictly speaking, the traveling salesman is what his 
name implies, a salesman who travels from towr to town, 
from county to county, or from state to state. 

The traveling salesman brings the different elements in 
the production end of business together. We are here 
considering the production end of business as a/\ middle- 
men that are required to put the goods on the retailers’ 
shelves ready to be sold to the consumer. 

A traveling salesman may sell raw materials to the man- 
ufacturer for the producer, the miner, the farmer, the 
lumberman, the plantation or ranch owner, etc. He may 
be employed by the manufacturer to sell to the whole- 
saler or jobber, or to the retailer. He may be employed, 
especially in specialty selling, to sell to the consumer. 
This last method is becoming more and more general 
as business intensifies competition in inventions, etc. 
Then, again, the traveling salesman may represent the 
wholesaler or jobber and may sell to the retail m>rchant. 


Definition of Traveling Salesman . 


When we say the average traveling salesman is the com- 
mercial ambassador and diplomat of his employer, we are 
stating a trite fact in no new way. He is, in fact, a middle- 
man between middlemen. Several salesmen have atten 
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handled and sold a line of goods before it actually reached 
the ultimate consumer. ; 

This will be shown when we illustrate: A producer of 
any article, regardless of whether that producer is .an 
agriculturalist, a lumberman, a fisherman, or any other 
kind of a producer, will either sell his product to the 
manufacturer personally or to a commission salesman who 
in turn will sell to the manufacturer. Here is salesman 
No. 1. Then the manufacturer, who we will presume 
sells to jobbers, sends out salesman No. 2. The jobber 
sells the wholesaler and this salesman is No. 3 in the gen- 
eral scheme of distribution. The wholesaler then sends 
out salesman No. 4 to sell the retailer, and the retailer 
hires clerks or retail salesmen to sell his goods to the 
consumer. 

The traveling salesman may therefore be considered a 
go-between who brings the producer, manufacturer, jobber 
or wholesaler, and the retailer together. He can be a go- 
between for any of these parties and not sacrifice his in- 
dividuality. The same principles of Salesmanship also 
apply to his calling, regardless of his relation in the general 
business scheme, but, of course, the application of these 
principles may be vastly changed. 

Thousands of successful wholesale and specialty sales- 
men travel from town to town and state to state. Today 
the country districts in many cases are as well supplied 
with the modern necessities and luxuries of life as are the 
centers of population. 

The most successful traveling salesmen are usually 
steady, consistent workers, keen for getting all the business 
to be had, even if they should be obliged to put in long 
hours and tremendous energy in order to secure a very 
large volume of business. Some of these men, however, 
earn a year’s pay in a three or four month trip. They cover 
their territories and return to their homes until the next 
season. Still others prefer to stay on the road uwelve 
months a year with but few vacation periods. 

The line of goods that is sold only at certair seasons of 
the year demands men who have great couraze in meeting 
competition, as well as great energy in jumping from town 
to town, as it is sometimes necessary for the traveling 
salesman to cut sharp corners to get ahead of a hustling 
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competitor. It is an indisputable fact that ithe wholesale 
and specialty men on the road are composed of the finest 
types of manhood, and that they earn higher average in- 
comes in salaries and commissions than do professional or 
business men. 


The Traveling Salesman as an Educator 


The large centers of population are the usual distributing 
centers for the class of merchandise and specialties sold by 
traveling salesmen. This is so because of the advantages 
the house has in railroad transportation and mail facilities, 
as well as because large centers of population are natural 
distributive centers. 

If a large community approves the goods, styles, and 
prices, it is hardly likely that such goods will be rejected 
by the remoter districts. Besides this, knowledge of effi- 
cient business methods is more easily obtained when among 
business men, who have sharp competition and who 
conduct their establishments for the benefit of a large 
class of people, than it is in the smaller towns where com- 
petition is not so keen between merchants. 

The traveling salesman is a commercial ambassador as he 
carries a knowledge of goods, styles, prices, etc., into the 
uttermost parts of the world. He may be likened to the 
missionary. The missionary carries the gospel of Christian- 
ity to the ignorant community or nation; the salesman 
carries the gospel of Civilization. 

To one who has not given Salesmanship a thorough 
study, because there are so many aspects to be considered 
before the subject may be recognized as complete, it some- 
times appears that the same principles do not apply to all 
branches of Salesmanship. Such is not the case, however, 
for regardless of the line of goods a salesman carries, and 
regardless of the branch of Salesmanship he is engaged in, 
the same broad principles hold true. 

From this statement of fact, you can readily perceive that 
wholesale and specialty salesmanship on the road is only 
a more difficult branch than retail selling—a step up, as 
it were. All you have learned from the previous lessons, 
and all you will learn from the lessons yet to come, is there- 
fore applicable to the wholesale and specialty lines. 
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Similarity of Problems 


The traveling man has certain problems to meet that are 
much the same whether he be selling groceries, dry goods, 
hardware, adding machines, cash registers, typewriters, 
correspondence courses, books, shoes, flour, etc. It is quite 
true that the methods of presenting these goods vary ‘be- 
cause some are staples and others specialties. It is further 
admitted that each line of goods has certain characteristics 
or talking points that do not apply to the other lines. 

The method of handling the different lines of merchan- 
dise will become evident through a conscientious study 
of the articles you are to sell. You must be able to read 
human nature through observation, and must possess 
health, energy of body and self-control, as well as en- 
thusiasm and self-confidence, in order to develop into the 
most efficient type of salesman. 

Development of a positive personality is essential to a 
successful traveling salesman. One reason why super- 
abundant courage is necessary is that you are not only 
to sell regular buyers, but that you must go into the high- 
ways and byways of the nation and get new customers 
by means of your teaching and persuading. 

When people do not use the product of his firm, the 
traveling salesman creates business. He becomes a mission- 
ary, a teacher, a friend of the merchant, a builder-up of the 
community, in fact. He uses any and all legitimate means, 
that are not too expensive, to induce the public to use 
and demand his product from the retail merchant. He is 
the personal advertiser of the business world. He wins 
sales because he works hard to induce merchants to stock 
his product. He cannot fail when he is a dynamo of suc- 
cess-thoughts and positive-energy. 


The Traveling Salesman’s Positive Character 


When a salesman sells goods at retail it is usually only 
necessary that he be a pleasant sort of a man to hold his 
job. Few very distressing circumstances arise in his daily 
work that he cannot take up and have settled by his de- 
partment manager or employer. The retail salesman is sure 
of a weekly stipend, and as long as he takes good care 
of the customers that are induced to buy through newspaper 
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advertising, window display, and necessity, he is kept on 
the force and gets an occasional raise in pay. 

The traveling salesman, on the other hand, must keep his 
temper under most distressing conditions. When he has 
stopped off at a town, he must make some kind of a sale 
as he is usually under considerable expense for meals, room, 
baggage, transportation, and sample rooms, if his line is a 
large one. The larger his line of goods the more trunks he 
will carry and the greater the necessity is that he make a 
sale, or a number of sales, in each town. When you con- 
sider that on his first trip the traveling salesman is not 
acquainted with the trade, that he will meet with com- 
petition, and that he must create a demand for his goods, 
if they are not handled in the territory, you will readily 
see that he must possess grit and training to succeed. 

Another element that tests the resourcefulness of the 
traveling salesman is the necessity of making the right 
approach every time he does business with a customer. 
Of course, if the salesman and the customer become personal 
or business friends, it is not always necessary to study 
out a special approach. But, there are times when it is 
necessary to think up an entirely new approach to fit a 
customer with whom you have done business before, 
and who is still distant in his manner toward you. You 
will naturally know something about such a customer 
before you approach him. You should be familiar with 
his characteristics, and should have his likes and dislikes 
in your card file so you can work out your second, third, 
or fourth appeal to fit his temperament, personality and 
character. 

With a specialty salesman, however, it is often possible 
to work out a standard appeal, and stick to it with almost 
every customer. Such an appeal will be based on the use 
of your goods, and how such use will appeal to different 
types of customers. 


Selling Staples on the Road 


The salesman who sells staples is termed a “‘wholesale” 
salesman. He usually carries a complete line of samples, 
in cases or trunks. Sometimes he carries hundreds of sep- 
arate articles. In many cases he is obliged to carry hun- 
dreds of pounds of excess baggage in samples. He is a 
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human Noah’s Ark, as he often carries one sample of each 
or many of the articles his firm has for sale. This sales- 
man is a personal service bureau to his customer. He helps 
the merchant to build up his business, fully realizing 
that the more goods the merchant can sell, the greater 
quantity he can sell that merchant on his next trip. 

The staple salesman always expects to make a return 
trip. He may, in fact, come back month after month, 
season after season, or year after year, for the merchant’s 
trade. It will easily be seen, therefore, that the staple 
salesman or ‘“‘wholesale”’ salesman, as he is commonly 
called, depends to a certain extent on the quality and price 
of his goods, the service his house can render in prompt- 
ness of delivery, packing, etc., and what he can do himself 
to improve the business of his customer. 

When you consider that about the only argument 
the staple salesman in many lines can put forth is that he 
ean save the merchant a small discount on a quantity 
shipment of his staple product, you will appreciate that 
much of such business is done on an entirely personal 
and business friendship basis—in other words, on confidence 
in the product, in the salesman, and in the house itself. 

From this it will be seen that the staple salesman in this 
respect has a more difficult field than the specialty salesman. 
It may be said that the harder it is to make sales, because 
of a lack of selling points, the more the salesman must use 
his knowledge of human nature and his Salesmanship 
ability. The specialty salesman has a prospect or customer 
in every man to whom his goods appeal. A knowledge 
of his goods is one of the first elements in his success. If 
he be an energetic worker, he may make many sales, even 
though his knowledge of human nature be limited. The 
staple salesman, on the contrary, bases his success on his 
ability to influence the customer and the study of human 
nature may be his chief stock in trade. 


The Importance of Re-Sales 


The staple salesman must always retain the confidence 
of his customer, as re-sales are a necessary part of his 
business getting plan. ‘The specialty man, on the other 
hand, may need to make only one sale to a customer. 
Of course, it is necessary that the specialty man get the 
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customer’s recommendation if he expects to keep building 
business; but this is easy if the goods themselves have 
merit, even though the salesman has a personality that 
does not particularly appeal to the merchant or customer. 

The personality of the wholesale salesman, however, must 
be strong, so that he may hold the allegiance of even a 
combative customer against all competitors. The specialty 
salesman often sells an invention or a specialty which is in 
a class by itself and has definite talking points, while 
the wholesale staple salesman may be handling a neces- 
sity or luxury which is in truth no better than scores 
of other brands on the market. 

People must have clothes to wear, food to eat, ete. 
Therefore, the staple salesman goes out to supply a demand 
that is permanent. He is, however, only one of the hun- 
dreds of men selling the same line and his competitors 
give him no rest. The continuous demand is an element 
that brings many excellent salesmen into this field of en- 
deavor. Where there is a steady demand for a product 
there is an equal necessity for traveling men to sell goods 
to supply that demand. 

One very successful type of ‘‘wholesale” salesman is the 
man who knows the value of many products from having 
retailed them over the counter, or who has worked in a 
wholesale or jobbing house. Those who have no retail 
or inside experience, however, can rapidly acquire a know- 
ledge of their line before they begin to sell. 

The goods one staple salesman sells must closely ap- 
proach the quality of goods being sold by competing 
houses, and the prices must be nearly standard. When 
quality.is right and prices are right, it is up to the man with 
the sample case to hustle and get the business. The amount 
of energy he has, coupled with his training and appli- 
cation, are the two main factors in his success. 

It must not be considered, however, that staple articles 
have no selling points. In fact, such articles are sometimes 
so much better than the line of a competing house that the 
wholesale staple salesman sells his goods by using a 
selling talk containing reasons why the customer should 
buy, instead of depending on suggestion or the service 
he and his house can render the buyer. When such a con- 
dition exists in one or all of the articles in his line, the 
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scientifically trained salesman is quick to perceive it and 
use it to his advantage. 


Scientific Road Selling 


As we have said before, the best salesman on the road 
today is the scientific salesman. The so-called ‘“natural- 
born” salesman is sometimes able to obtain fair results, 
when selling his regular line to a certain trade that he knows. 
But he seldom has the ability to study a new line quickly 
and without overlooking valuable sales-points. Even 
when a man is scientifically trained, he must face the music 
and learn the art or practice of selling through actual 
experience in the field. 

The application of what you learn in these lessons 
will assure your success, because by following the suggestions 
and observing the principles set forth herein, you profit 
by the experiences of men who have spent their entire 
lives in the field of selling. 

The importance of this study in Salesmanship will be 
even more evident when you realize that only a very small 
per cent of the unscientific salesmen succeed. All the scien- 
tifically trained men succeed better than they would without 
such training, but, of course, the degree of their success 
depends on the study they do, the amount of energy they 
put forth, and their determination to apply the training 
they receive. 

There is no doubt that there are salesmen who, being 
deeply interested in the work, take to Salesmanship like 
a duck does to water, but these men usually strike a cer- 
tain level early in their experience and seldom rise above 
it. The “natural-born” salesman may be compared to 
the “natural-born” swimmer. Some men can swim just 
a little without previous training almost the first time they 
go into the water. 

Others who learned only with the painstaking help of a 
competent teacher have later become expert. You prob- 
ably know that classes are conducted in what is called 
dry-land swimming, which consists of exercises that are the 
same as the motions put forth in the water. The only 
. thing that is necessary after members of these classes learn 
their exercises is to try them out in the water until they 
have confidence in themselves and then they can swim. 
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Their swimming proficiency is developed on land, instead 
of in the water. 

It is just as true that the salesman can learn by means 
of a course in Salesmanship, but experience in applying 
that knowledge is necessary to acquire the ease and accu- 
racy that comes from practice. Of course, the more ex- 
perience one gets the more confidence he has in himself; 
and the more confidence he has in himself the more sales he 
makes. The man who is ambitious can become a 
scientific salesman and a wonderful business producer 
through application of the principles outlined in these 
lessons, and you will therefore’ neglect nothing that will 
enable you to make good. 


Special Points in Wholesale Selling 


The following lessons are in a large degree applicable 
to wholesale selling. It will be seen from the lessons on 
“How to Handle the Customer,” as well as from the lessons, 
“Making the Sale,” that the canvass may be used in its 
entirety by the wholesale salesman and the specialty 
salesman. The customer of the retail salesman is inter- 
ested already when he approaches the counter, and it is 
seldom necessary, in opening the sale, that interested at- 
tention be worked for, as it has already been secured. 

The retail salesman does not make a definite pre-approach 
which indicates an investigation of the customer’s financial 
condition, personality, community standing, etc. When he 
looks up at the customer, to be sure, he sizes up the cus- 
tomer; but, as the customer is interested in buying when 
he enters the store, the retail salesman has only to know 
his goods and conduct himself in a courteous manner to 
make the sale. When introducing a new article to the cus- 
tomer, retail selling takes on the nature of specialty 
selling and the entire canvass may be used. 

The detailed analyses that are included in the following 
lessons are of special help to the traveling salesman, and 
to the city salesman selling the retail, wholesale or factory 
trade. Such a man must go out to win success, to create it, 
as it were, out of the raw material, knowledge of his goods 
and the service of his house, and knowledge of his trade 
and territory. All the information you need will either 
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be set forth in these lessons, or you will be shown where and 
how to get it. 

Wholesale and specialty salesmanship is much like a 
game of checkers. The salesman approaches a customer 
and finds him either in a receptive or an unreceptive 
mood. Then it is the salesman’s move. If the customer is 
receptive, the salesman at once starts to tell the customer 
such facts as will lead that customer through the steps of a 
sale. If the customer is unreceptive, the salesman must 
say or do something quickly that will cause the customer to 
become interested in his goods or proposition. When 
the salesman makes an excellent point, he has a strong 
argument—a, “King’’ point-to work against his customer’s 
objections. 

The wholesale and the specialty salesman must be able 
to answer all questions and overcome all objections con- 
cerning himself, his house, and his goods. As the scientific 
salesman knows how this is done, he has a great advantage 
over the haphazard salesman. 

You will present your goods better if you learn to attune 
yourself to the mental and physical condition of the cus- 
tomer. Both you and the customer must reason out the 
value of your goods. Doing this together not only disarms 
the customer and causes him to convince himself, but it 
also develops your knowledge of how to sell your product. 

What one merchant sees of value in your goods will as 
a rule appeal to other merchants of his type, who are selling 
under similar conditions. Inasmuch as you will constant- 
ly meet new customers, all of whom have a slightly differ- 
ent viewpoint, you will, from these customers, add to or 
exclude from your selling talk, so as to appeal more surely 
to all classes and types of customers. 


Selling for the Manufacturer 


The point of view of the jobber or retailer is different 
from that of the consumer, and the wholesale staple or 
specialty salesman must be careful to study himself, his 
goods, his territory, and his customer before attempting 
to sell these harder customers. 

It must not be assumed that you can sell on the road 
because you have successfully sold at retail; neither must 
you get the idea that vou cannot. soll the buyer of a jobbing 
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house, or of a retail or department store, because you have 
a line of goods which is no better or not much better than 
your competitors. You will appreciate that your com- 
petitor feels the same way about it, and that it is possible, 
through sincerity and enthusiasm and reasons why, to con- 
vince the buyer of either a jobbing house or a retail store 
of the merit of your goods. 


The jobber or wholesaler is important to the business 
scheme, and is usually well aware of that fact. The re- 
tailer is the last link in the chain of distribution between 
the producer and the consumer. Many manufacturers 
sell direct to the retailer instead of through a jobber, but 
when your line of goods is handled through the jobber, 
it is necessary that you give itevery attention, and know the 
arguments and appeals that will induce the most crusty 
of these prospects to buy. 


The buyer of a jobbing house is a salesman himself 
and usually a first-class one; he can see merit, and he usual- 
ly knows your goods to a greater or lesser degree. He 
has ability in his line,-and he may know the competing 
goods as well as you know your own. It is therefore 
strictly up to you to approach him, as man to man, and to 
present strong arguments or reasons why he should stock 
your line. 

Here are some important points that must be con- 
sidered when you sell either the retailer or the jobber. 
The consumer buys your goods to use them. The buyer of a 
retail house or of a jobbing house buys them for re-sale. He 
must therefore be reached in a different manner from the 
consumer. With the jobber or retailer you will be obliged 
to present the profit he can make from your goods and the 
service or satisfaction he can guarantee his customer. 

Buyers are in the market for the best goods at the lowest 
possible prices, and if you want to be a success as a whole- 
sale salesman you must be able to meet competitor’s 
terms, or show that your goods are worth more and can 
render a better service to the consumer. Convince the 
buyer that he can re-sell your goods at a fair profit and you 
can sell him. The buyer wants goods that have quality, 


low or reasonable price, and which will bring credit to his 


- house and satisfaction to his customer. 
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Selling to the Jobber ‘ 

When a salesman represents the manufacturer, he is 
up against some keen customers. He must sell to the 
buyers of wholesale or jobbing houses or large retail depart- 
ment stores (which may be presumed to be in the same class), 
as most of the large retail department stores do both a 
wholesale and a retail business. 

The buyers of such houses have gained their experience 
under competitive conditions, and have been hired, in most 
cases, because of their ability to get quality goods at the 
best. prices, and to get the manufacturer to give more 
service than would be given except under compulsion. 

The average small retailer will often buy on a super- 
ficial sales-demonstration; but this is seldom true of the 
buyer of a jobbing house, or the buyer of a large depart- 
ment store. To secure such a man’s confidence, you must 
know all the details of your goods, and you must be able 
to answer all his questions and objections quickly and 
thoroughly. 

When you can get such a buyer’s confidence, he will often 
do a large business with you. It is not easy to make a friend 
of such a man, but heis worthextra effort and consideration, 
as he gives large orders when he believes in the salesman 
and likes his goods. The jobber or big buyer is usually a 
good judge of merchandise, as before stated, and nothing 
but straight from the shoulder facts about your goods will 
convince him. 

The big buyer is sure to demand a rock-bottom price, 
and the salesman should be prepared to give it when he 
comes in to sell such a house. It is often necessary that 
goods must be delivered quickly so an immediate demand 
can be filled. Quick delivery should be offered by the salesman 
whenever rt 1s possible to grant it. 

It is often possible to convince a buyer for a jobbing or 
large retail establishment that your goods measure up to 
his requirements simply by demonstrating the points 
which you know will aid the sale. When special designs 
are to be made, be sure to know that your house is prepared 
to make them before taking the order. You should also 
know, before you leave your house, if your firm will grant 
a particularly big buyer exclusive sale of your goods in 
a given locality. 
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Selling to Retail Merchants 


The retailer is the customer that resells your staples 
or specialty to the consumer. He usually carries a large 
line of necessities and some of the luxuries, depending 
entirely on the class of trade, and the demand for goods in 
his community. ‘ 

As a general rule, the retail merchant takes a strong personal 
interest in his customers, and he usually knows what they 
want. 

There are times when the retail merchant is entirely 
too conservative. There are other times when he is too 
radical in his buying. The wholesale salesman will do all 
he can to induce the retailer to buy all he can sell; yet he 
will take care not to overload him, as it is his purpose to - 
make the retailer a permanent customer, and he can only 
do this by being square. 

If the retail merchant does not buy enough of your line 
of goods, he may give an order to another salesman when 
he runs short. If, on the other hand, he overbuys, he may 
not restock your line, as he will undoubtedly blame you 
for overstocking him; a thing which he knows you would 
not do if you were really his friend and interested in his 
success aS much as you are in your own. 

When you try to sell the retailer there are certain stand- 
ard conditions that you should know. Merchants want, 
first of all, dependable goods that can be sold at a definite 
profi. You may carry a line of goods that a retailer could 
sell with benefit to himself and to his customers, but he 
does not know this until you prove it to him. 

Convince him and he will stock your goods. 

When your house has created a demand for your line, 
through advertising or sampling or other methods, show the 
merchant that it is up to him to put your goods in stock 
to meet this demand. 

If you are an unusually good salesman, you may go out 
and stir up business for the retail merchant, and thus con- 
vince him of the value of your product; it may be that the 
policy of your house includes advertising your goods 
locally or in a national way, for the benefit of the merchants 
who handle them. i 

It is also possible to get a retail merchant’s interest 
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through new styles that are likely to become popular, or 
which have been proved as satisfying a public demand. 
You may also interest your prospective customer through 
a@ one-price policy. 

It is an advantage, which is being proved as having 
great value, to establish a definite price for goods, and to 
stick to such price under all circumstances. 

When other retail merchants are making money selling 
your goods, the prospective merchant will be interested, and 
may conclude that he can do the same. 

He may also be interested in your line because your 
house guarantees the quality of the goods and satisfaction 
of the trade. Goods sold on easy terms may appeal to 
the merchant. : hie 

If you can offer a retailer the exclusive right to handle 
your product in his locality or community, he will usually 
be interested. Care should be taken, however, to have a 
clause in such an agreement which will protect yourself 
as well as the merchant, for some merchants will sign 
up for a line of goods simply to keep a competing merchant 
from getting it. 

It is also possible that he will buy your line of goods 
because it will help him to sell other articles he now carries 
in stock that are stickers. 

Anything and everything that will help you move your 
goods onto his shelves and then off his shelves at a profit 
to him must be considered. 
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SELF-QUIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS 


1—DO I POSSESS THE ENTHUSIASM, PERSONALITY, CHARAC- 
iy eople INITIATIVE NECESSARY TO. SUCCEED ON THE 


2—IS MY PERSONALITY POSITIVE? MY REASONING LOGICAL? 
AM I A TALKER AND ACLOSER? A GOOD BUSINESS FRIEND 
AND MIXER? 


38.—DO I FULLY UNDERSTAND THE RELATION OF THE TRAV- 
ELING SALESMAN TO HIS HOUSE, AS WELL AS TO HIS 
CUSTOMER? 


4.—DOES MY EXPERIENCE IN THE 'PAST FIT ME MORE FOR 
SELLING A STAPLE LINE OF GOODS THAN Bom SPECIALTY 
WORK? 


5.—CAN_I DRAW, FROM MY OWN EXPERIENCE, FACTS THAT 
WILL HELP ME IN SELLING ON THE ROAD? WILL I DO 
THIS IN ACTUAL WORK? 


6.—DO I LIKE TO HANDLE A NUMBER OF ARTICLES BETTER 
THAN ONE ARTICLE THAT IS HARD TO SELL BUT YIELDS 
GOOD PROFIT? 


7.—DO I UNDERSTAND THE POINT OF VIEW OF THE MANU: 
FACTURER, THE WHOLESALER, THE JOBBER, THE RETAILER 
AND THE CONSUMER? 


8—DO I APPRECIATE THE VALUE OF PERMANENT CUSTOM- 
ERS, AND OF HAVING SUCH CUSTOMERS RECOMMEND MY 
GOODS TO OTHERS? 


9.—DO I CO-OPERATE WITH MY CUSTOMER SO HE WILL GET A 
PROFIT OR SERVICE FROM MY GOODS THAT I MAY SELL 
HIM MORE GOODS? 


10.—DO I DO EVERYTHING I CAN TO HELP EACH AND EVERY 
ONE OF MY CUSTOMERS WITH IDEAS I PICK UP IN MY 
DAILY WORK? 


EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 


1.—BRIEFLY OUTLINE aoe ADVANTAGES OF SELLING A STA- 
PLE LINE. 


2—IN WHAT PARTICULAR IS IT HARDER TO SELL A STAPLE 
LINE THAN A SPECIALTY? 


8.—NAME THE QUALIFICATIONS THAT WOULD BE OF ADVAN: 
TAGE TO A STAPLE LINE SALESMAN, 
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LESSON NUMBER TWO 
THE SPECIALTY SALESMAN 


OPPORTUNITIES IN SPECIALTY SELLING 


OULD you enter a field of work where your own 
efforts will determine your income? Do you 
want to be successful in the broadest sense of the 


_ word? Are you anxious to get in business for yourself? 


These are questions that confront the ambitious salesman, 
and those who are ambitious to become salesmen of the 
highest and best type. 

Should you be one of those individuals who wants suc- 
cess in the broadest and biggest sense of the term, you will 
find one of the best fields for your efforts in specialty selling. 

The thousand and one inventions now on the market, 
and the scores of practical utilities being put on the market 
almost daily, offer a field that is as big as the man who 
enters it could possibly want. Large oceans from rivers 
grow, rivers that enter the ocean are supplied by springs, 
creeks and brooks. 

So it is with the specialty salesman: his opportunity for 
winning fortune does not depend as much on the particular 
specialty he begins with, as it does upon his desire to make 
himself competent in selling what he has to sell. He will 
naturally gravitate into a bigger and bigger field, as he be- 
comes more and more competent in specialty selling. 

Suppose, for instance, that a salesman starts out to sell 
gome small specialty. His income may not be large right 
at the start but will he not be daily improving his ability 
as a Salesman? 

All the experience the salesman gains in his first position 
ean be used to advantage by him in his succeeding posi- 
tions. 

The specialty salesman, whose first position consists of 
éhe handling of a small but practical specialty, of good 
value, is not sacrificing his future, but, on the contrary, 
ts definitely training for his future opportunities and bigger 
SUCCESS. 
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The Bigness of the Field Proven 


In considering the opportunities that come to a specialty 
salesman, it is well to keep in mind the importance of the 
small article, as well as of the more expensive one. 

The specialty man, who really desires to make a success 
of his work, is eager for action. He does not sit down and 
wait for success to come to him on the wings of a wonder- 
ful invention that sells on sight. To wait for something 
that sells on sight is a poor substitute for taking up a good 
specialty and pushing it hard. 

Some of the smallest articles on the market have made 
fortunes, not only for the inventor and manufacturer, but 
for the men in the field who had the courage to push them. 

Inasmuch as this is true, it is possible for the specialty 
salesman who has ambition and courage to go out and make 
a good living and develop himself for bigger things, with any 
specialty that really fills a need or a want on the part of a 
certain class of customers. 

The demand for specialties that have real merit comes 
from the homes, the churches, the schools, the gymnasiums, 
the manufacturing establishments, the stores, the business 
offices, and so on through the long list of commercial, 
political and social organizations. 

All civilized nations rest their advancement in a large 
degree upon their efficient use of modern inventions; and 
these inventions, both great and small, are distributed 
through the selling efficiency of the specialty salesman. 


The Advantage of Specializing 


Railroad executives are specialists in transportation. 

Doctors are specialists in medicine. Lawyers are special- 
ists in the law. The members of these callings earn big 
or little incomes according to the extent or degree in which 
they are competent—or lack that competency. The greater 
the degree of specialization in a profession, the larger 
the income of the professional man. 
_ The same is true in selling goods. If aman is a specialist 
in selling one article: in other words, if he has reduced the 
selling of that article to a science, he is certain to earn more 
than would be the case if he scattered his energies. 

From the foregoing paragraphs you will readily see that 
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it is going to pay YOU to concentrate on one article at a 
time, if the article itself can pay a reasonable profit for the 
time and energy it takes to sell it. 

_Of course, you will not be expected to stick to one spe- 
cialty for the rest of your life, any more than you would be 
expected to wear a suit of clothes for the same length of 
time; but you wili wear a suit of clothes as long as it is not 
threadbare, and as long as it looks right, will you not? 

Use the same common sense in selling a specialty. As 
long as the field is not threadbare, or you can not find a, bet- 
ter line, sell what you have and make all you can out of it. 
For the man who works, and works hard, there is always a. 
good income to be made in selling a specialty. 

Naturally, in cultivating the trade, a salesman must be 
diligent: for as a farmer must cultivate the soil in his 
field to get a good crop, in spite of the fact that Nature 
does most of the work, you will hardly expect, when you 
must do all the work to succeed, that you can neglect even 
a part of it and get results that pay. 


The Specialty Salesman as a Pioneer 


The pioneers in the old days went out into the unknown 
lands and there hunted, fished, cultivated the soil as best 
they could, raised their families, and established the bound- 
aries of civilization. 

The specialty salesman is a pioneer, as truly as were 
those Americans who traveled into the then West and 
built Fort Dearborn, the forerunner of the great City of 
Chicago. Specialty selling demands the same spirit of 
seeking new worlds to conquer, as did the pioneer spirit 
of the old days. 

The specialty salesman usually creates his own leads. 
He goes out after the business. All he needs is an article 
that is useful, that is of value and a benefit to the trade, 
and he will seek the trade and see that it makes use of his 
merchandise. 

The spirit of the specialty salesman is a part of his stock 
in trade. He goes out to make a living or a fortune, and he 
makes it because he has initiative, courage, perseverance, 
and the proper training and knowledge. ; : 

Would you be a man among men? Then sell a specialty 
that the public needs but does not know it needs. There 
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you will have the opportunity to develop a strong per- 
sonality and a positive character. 

The pioneer spirit will be yours, and the rewards that 

came to the pioneer, in spiritual uplift, will come to you 
in commercial uplift and the realization that you are an 
eared factor in the distribution of the products of the 
world. 
' In the aggregate, the wealth of the world, its happiness, 
and its health, may be added to many times over by the 
“work of yourself and your fellows. Keep such inspirational 
factsin mind. Learn how your goods help society to reach 
a better plane. Then you can sell with courage, enthusi- 
asm, and with the full realization that you are doing a man’s 
work among men. 

When a specialty man comes to appreciate the dignity 
of his work in the social scheme, in the advancement of 
business efficiency, and in the building up of civilization, 
he is inspired to do his best at all times and under all con- 
ditions, regardless of how often he must call on the trade 
for recognition of his goods. 


Human Nature Study Through Specialty Selling 


A comparison of the opportunities for studyirg human 
nature, that present themselves to the different classes 
of salesmen, will be of advantage to you. 

The retail salesman sees a customer a brief time and that 
customer has a purchase wrapped up and carries it away, 
or has it delivered. There is not much play upon the mental 
condition of the customer, and hence the knowledge that a 
retail salesman gets of the personalities and characters of 
his customers is in most cases, limited and superficial. 

The staple traveling salesman, on the other hand, takes the 
initiative. He calls on the same customers over and over 
‘again, and learns to know them from long experience. He 
may not pay particular attention to the cultivation of the 
power of forming instantaneous and correct snap-judg- 
ments on men. 

The specialty salesman—and here we include the man 
who travels as well as the man who sells locally, or through 
following leads—should learn to form instant and correct 
snap-judgments of customers. He should be able to size 
up a customer almost as quickly as he sees him, and pro- 
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ceed along the lines suggested by his quick appraisal of the 
customer’s personality and character. 

As the specialty salesman is constantly meeting new 
people and learning, from the number of sales he makes 
and loses, the correctness and falseness of his judgments 
on human nature, he is bound to improve as time brings 
him experience in his field of selling. 

It is essential that he be able then and there to decide 
whether the customer should be forced or should be allowed 
to do the deciding; whether he ought to leave literature 
and return at a more opportune time, or whether he should 
make a fight for the order and close at once. 

Thus it will be seen that you can make a practical appli- 
cation of the principles of human nature study which we 
will give you in later lessons of this Course. You may be 
sure that the mastery of the principles of human nature 
which we present, in the lessons referred to, will do much 
to insure your success in life. 

The specialty salesman learns to judge men quickly 
and accurately, because he must form correct snap-judg- 
ments to win success. In other lines, you can not check 
yourself up so closely on your knowledge of human nature. 

In specialty selling you can usually keep a record of each 
and every sale, and by analyzing what you said and what 
the prospect said, and what you did and how he took it, 
you can usually determine where you made good or where 
you failed. 


Independence Through Specialty Selling 


If you like to work for yourself, you can find your oppor- 
tunity to do so in specialty salesmanship. Here you will 
earn just what you are worth, for you will in some cases 
receive only a commission on the goods sold. 

Under that system of remuneration you will not be 
obliged to put in definite hours, because when you do not 
work you are not paid, and it will be assumed by your 
employer that you are interested in making a living for 
yourself. 

Specialty selling is surely an independent life. There is 
an old saying, “If a man will not work, neither shall he 
eat.” It is just as true that the specialty salesman who 
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will not work does not eat, because upon himself depends 
how well he lives. 

Should you want better clothes, and you have a good 
specialty, you will get out and hustle harder for them. 
You can determine your own income, if you work enough 
and have used good judgment in selecting your merchandise. 
Do you want to own property? You can do so if you will 
put in some extra effort in selling your specialty. 

You will see from this the advantages that the specialty 
salesman has over the retail or wholesale salesman. 

For instance, the retail salesman, regardless of how 
much he sells, can only increase his income a small amount. 
The wholesale salesman has a salary and often a com- 
mission, but, because his house in a sense guarantees his 
. living, it does not always make the commission as large as 
is the case in specialty lines, especially in view of a closer 
selling price and the resulting smaller margin of profit. 

When a specialty salesman connects with a house, it 
may advance him expense money on his commission or 
allow him a regular drawing account. He may go to 
work on a straight salary with expenses advanced. At times 
a salary is paid with a commission allowed on all sales 
or on all sales above a certain set business total. 

The salesman’s earnings increase in proportion to his 
increase in sales and to a big extent, he is often more or 
less independent of the house. It must have its goods 
sold. It may be that you must create a market for such 
goods. The house therefore puts a profit on its article 
which it feels it is entitled to, and makes the ultimate 
selling price such that even only a reasonably good 
specialty man can earn a good income. 

It figures that most of its men, for instance, will sell a 
definite amount of its goods. It can not well consider that 
it will pay a commission on the basis of what the best man 
will earn. It pays a commission on what the ordinary 
man can earn. 

If it did not do this, it would not be able to hire and retain 
salesmen to sell the product, for it is true that even the 
poorest man selling a product, if he can call himself a 
salesman at all, is entitled to a living income. ; 

It will be seen from this, that the specialty salesman, who 
gets out and works intelligently, often makes two or three 
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and sometimes ten times as much as the average salesman. 

Your ability will determine what you make, for it is the 
desire of the house to sell as much of its product as pos- 
sible, and it is willing to pay you well in order that it may 
profit on the large amount of sales you make. 


Qualifications for Specialty Selling 


If you have the qualifications for general salesmanship, 
you can make a success in specialty selling. You will here 
consider, however, that specialty selling means a special 
knowledge of your goods, as well as the ability to obtain a 
correct snap-judgment of the customer. 

You would hardly be qualified if you did not possess a 
large amount of courage. You should be able to get 
the interested attention of the customer and lead him 
through the steps of the sale. You should be able to go 
into a store, office or factory and sell the buyer, manager 
or superintendent. 

You must believe in yourself and in your own selling 
ability. You must be a gentleman, and display it to all 
with whom you come in contact. 

It is not only necessary that you possess knowledge 
of human nature and knowledge of your goods to succeed 
in this field. You must be a worker. You must have 
health and energy. Seek to develop yourself along these 
lines. 

When you have developed the personality that enables 
you to get what you go after, you may be sure that you will 
be a success in specialty work. If you are of a retiring 
disposition, you can overcome such a condition and still 
make good. A realization that the world owes you a living 
and then the determination to go out and collect it is the 
beginning of successful specialty selling. 

Remember, when you go out to sell that even though 
the world owes you a living, it is common sense to induce 
the world to pay you only through the display of good sales- 
manship ability. ; 

Possession of health, energy, initiative, personality, 
knowledge of your goods, knowledge of the public, and sales- 
manship training, should bring you success in the specialty 
field. 

Keep in mind that when you win success in one line of 
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specialty selling, there is always an opportunity higher up, 
if your line does not make a strong enough appeal to you. 

You can best get into the larger lines by first learning 
how to sell the line you have. Proceed from the thing you 
_ have to the thing you do not have. Understand your own 
goods and how to sell them, and it will be easier to under- 
stand a new specialty and how to sell it. 


The Development of the Specialty Man 


It has been said that a rolling stone gathers no moss, 
This may be true, but it is also true that a rolling stone 
becomes well polished and has had all the rough edges 
taken off of it through its continued rolling. 

It is just as true that if the rolling stone stops rolling it 
will gather moss, and that it will then have the advantage 
of not being rough and will retain in a large degree the pol- 
ish it acquired in its travels. 

The specialty salesman is the rolling stone of business, so 
to speak. He gathers a fine polish. He becomes an out- 
ward gentleman, and, in those cases, where the man is 
right to begin with, or where he realizes and acts on the 
importance of making himself right to win bigger success, 
he also develops the gentlemanly qualities that lie under 
the roughness of practically every man. 

When the specialty salesman settles down to one locality 
or one field or one line of goods, he usually is able to turn 
the polish he has received to good advantage in securing 
the income he is so justly entitled to. 

Being a rolling stone is all right, providing you don’t 
overdo it, but the specialty man who makes good in the 
biggest sense of the word, makes good, because, as he works, 
he looks for a permanent line and then gets into it, settles 
down, and gathers the right kind of moss. 

It will naturally be seen that the specialty man, when 
he settles into a line, can not well become a “moss-back,”’ 
for such degeneration on his part will mean less business. 

And, the specialty salesman, who is usually the most 
ambitious salesman in the selling field, will settle down 
because it adds to his profits, happiness and advancement 
in his line, and not because he wants to retire. 

Specialty men seldom voluntarily retire, even when 
they become rich. They learn to like their selling too 
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well to shut themselves away from it. As this is true 
- in most cases, you will see to it that you find your right 

line, and then settle into it with a determination to get 
- out of it all you can. 


Advantages Over Retail and Wholesale Selling 


The chief advantage of specialty salesmen over salesmen 
in other lines is the large earning possibilities of the com- 
mission basis of remuneration. 

The specialty salesman is employed for selling; he does 
not have to care for stock, and do other duties required of 
the retail salesman, no matter how proficient the latter 
may be. ’ 

While the advantages over wholesale staple selling are 
aot so evident, especially when the wholesale salesman 
gets both salary and commission, they are evident when the 
staple salesman gets only a salary for his work. 

When a wholesale salesman is working on a straight 
salary with expenses advanced, the house feels that it is 
- carrying him over any dull seasons and they can pay their 
sales force no more than a fair and just percentage of the 
_ profits the sales force produces. The salesman is paid for 
twelve months, to be sure; but it is not necessarily as large 
an amount as he would be able to earn as a specialty sales- 
man. His firm undergoes some risk and can not be too 
generous in order to get good men to work for it. 

The protection given the wholesale salesman, by the 
house, must be paid for to a certain extent, by decreased 
earnings. Because the specialty salesman helps to share 
_ his firm’s burden, his earnings are often larger, and his 
value to his firm is exactly determined by the amount of 
sales and profits he makes. 


Making Good Salesmen through Specialty Selling 


The clash of minds, the answering of objections and the 
educating of the customer that take place in each and every 
saie, give tne specialty man the best kind of training, as 
he meets a large variety of people; and he will develop up 
to the standard required of him sooner or later, previded 
he has real grit. 

To call on a customer who has never heard of you, or 

your company, or your specialty, and do business with him, 
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requires training and ability. It takes character. It 
requires enthusiasm. Self-control also is essential. Cour- 
age there must be or the salesman will be weak-kneed, 
and a weak-kneed salesman can hardly make an impres- 
sion that will induce the customer to listen to his story. 

Because real manhood and ability are required to make a 
successful specialty salesman, you will find that many of 
the most successful wholesale salesmen and the executive 
promotors, at the start, were engaged in specialty selling. 
Such men will tell you, if they become confidential, that 
their experience in the specialty field was of great benefit 
to them. 

It must not be presumed that we advocate the whole- 
sale or promotion line in place of the continued specialty 
selling. Such is not the case; there are enough opportun- 
ities in the specialty field for any ambitious man, and it is 
not too much to say that there exists on the average 
greater opportunities in the field of specialty selling. 

Some specialties make fortunes for the men selling them. 
A specialty man who knows his business and is highly 
successful, is sure to earn sufficient in his line to ward off 
any desire to change that might come to the man who is 
only an average specialty salesman. 


The Specialty Man and the Profitable Line 


We will suppose that you are entering the field of spe- 
cialty salesmanship. You will first of all want to handle a 
line of good value and one that appeals to you, and offers 
good earning possibilities. 

Before deciding definitely, be sure of the possibilities 
of your line and that you can be loyal to it and the sales- 
manager or firm. Admitting that you are a thorough sales- 
man, and the firm needs your services, the salesmanager 
will surely attempt to make you want to sell his line, if 
he is a good salesman. But do not allow yourself to be- 
come unduly enthusiastic, until you are sure you are right; 
then go ahead. 

First investigate conditions, if possible, in your locality, 
or in the locality where you would sell. 

Find out if there is a demand for such an article or if a 
demand can be created. Is it well made? Does it serve 
a_useful purpose? Will it be a real advantage to the cus- 
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tomer to own it? All these things must be considered for 
you would hardly want to sell an article that only induces 
the customer to part with his money. 

You want to sell something that really benefits the cus- 
tomer. Your attitude should be the same as the attitude 
of every other honest salesman; that you would rather 
earn $5.00 a day selling a first-class article to people who 
need it, even though they do not realize it, than to make 
$25.00 a day selling something that the public does not 
need, even though you can induce the customers to buy it. 

Some specialties do not allow of sufficient profit to make 
it advantageous for the ambitious specialty salesman to 
handle them. Naturally, if there are two articles, both 
having value, you will sell the one that brings you the 
greater income. This does not mean, however, that you will 
sell the one that brings you the greater profit per sale. 
It may be that the article that brings a smaller profit will 
be more easily sold and the aggregate profits will be more 
thar you can get from the larger priced specialty. 

it is generally better to make many sales of a com- 
paratively low-priced- specialty than to make a small 
number at a larger price and with a bigger profit on each 
sale. It is really not what you make on each sale, but the 
total amount of sales and profits on goods that can be sold 
in a day, week or month. 


How to Avoid Mistakes Often Made 

Here we are going to outline the day’s work of some 
specialty salesmen so you will be able to understand why 
such salesmen, as a rule, do not earn larger incomes and 
why they are unsuccessful and continually changing from 
one firm to another. 

Such a salesman arises at seven o’clock, we will say, 
shaves, eats breakfast, and concludes that he can not 
see anybody until nine o’clock, so reads the paper until 
that time. He finally goes out, makes one or more sales, 
concludes that it is impossible to sell any customers 
around the noon hour, as they are busy and in a hurry to 
eat, and quits at 11:15. Soon he has his noon-day meal, 
and after finishing, he starts to read a magazine or news- 
paper and then about 1:30 gets to work again, when he 
_ does not vary it by going to a show, ball game, or playing 
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pool. He works hard until about 4:00 o’clock, concludes 
_that he can not do anything more that day, that he has 
made enough sales to live on, and quits for the day. 

If a retail salesman or the average wholesale salesman 
conducted himself as inefficiently as such a specialty man, 
he would not last long with his firm. If he thought that 
he could begin work at nine and quit at four, he would 
soon be seeking employment elsewhere. 


Proving Your Right to Succeed 


If you have real grit, you will begin to sell at eight in the 
morning, or earlier, if the occasion requires. You will 
never allow more than an hour for lunch and will not call 
your day finished until you have made a call on the last 
prospect there is a chance of selling that day. 

When there is no chance for business, you can rest, but 
for your own self-respect and self-interest, work like a 
beaver when you know that you can only depend on what 
you earn to support yourself and to win you success and 
independence. 

You are working for yourself, aren’t you? Then work 
for yourself. Do not under any conditions try to “play 
at selling.” It won’t go. People will see that you are a 
weak-spined individual. It will show in your actions, and 
in your earnings and in your general personality. 

Be an exceptional specialty salesman. Be an unusual 
success. You know the rules of the game. We explain 
the necessity for lining yourself up with the underlying 
principles, as taught in this Course, and we expect you to 
prove your right to make money. We are depending on 
you to show the stuff that is in you. 

Ambitious salesmen work to get the orders. Work and 
common sense will bring you more sales. Exercise of your 
body will develop physical endurance. Exercise of your 
mind will develop mental proficiency. 

Exercise of your personality and sales-talk and demon- 
stration will develop you into a first class specialty sales- 
‘man. There is no better method of attaining financial 
independence and success in life. 

You will know your fellow man, and you will have a 
complete appreciation of your own wonderful powers if 
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_ you try yourself, as a Specialty salesman, until you make 
~ good. 

When you have proved by securing results that you can 
sell a specialty, you can sell most any other line of goods 
on the market, whether wholesale or Specialty. As a 
wholesale salesman, you would naturally specialize on the 
proper items in the wholesale line, and show the customer 
a merit of your merchandise, just as with your special 

ne. 
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SELF-Q UIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TES Ts 


1—AM I DESIROUS OF BEING INDEPENDENT? DO I WANT TO 
WORK FOR MYSELF? 


2—DO I UNDERSTAND WHERE MY CAPABILITIES WILL FIT ME 
FOR SPECIALTY SELLING AND DO I KNOW THE LINE WHICH 
I PREFER? 


3.—WHEN I TACKLE ANY JOB, DOI DIG INTO IT WITH THE PUR- 
POSE OF MASTERING IT? AM I WILLING TO WORK HARD TO 
KNOW MY LINE PERFECTLY? 


4.—AM I WILLING TO WORK AS HARD IN THE SPECIALTY FIELD 
AS I AM IN AN ORDINARY JOB? CAN I BE MY OWN BOSS, 
AND NOT LOAF? WILL I PROTECT MY OWN INTERESTS? 


5.—DO I UNDERSTAND THE FIELD OF SELLING SPECIALTIES? 
AM I READY TO FACE DISCOURAGEMENT AND DAILY REBUFFS 
SO I CAN WIN? 


6—DO I KNOW THE QUALIFICATIONS FOR SPECIALTY SELLING? 
HAVE I SUCH QUALIFICATIONS, OR AM I DEVELOPING THEM 
AND MAKING PROGRESS TOWARD MY AIM? 


7—DO I THINK SPECIALTY SELLING IS BETTER THAN RETAIL | 
SELLING OR WHOLESALE SALESMANSHIP? HAVE I THE GRIT 
TO MAKE GOOD IN IT? 


8—DO I APPLY SPECIALTY PRINCIPLES IN HANDLING A WHOLE- 
SALE LINE OF GOODS? 


9—AM I ALIVE TO MY OWN INTERESTS IN CHOOSING A LINE 
OF WORK? DOI SEEK A LINE WHICH OFFERS BOTH PROFIT 
AND ADVAN@EMENT? 


10.—AM I ON THE JOB DAY AND NIGHT? AM I PROVING MYSELF 
WORTHY OF SUCCESS BY THE STUDY I AM GIVING THESH 
LESSONS? 


EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 


1—OUTLINE SOME ADVANTAGES A SMALL SPECIALTY HAS OVER 
A LARGE ONE. 


2.—WHAT ARE THE ADVANTAGES OF SELLING A SPECIALTY LINE? 


38.—STATE YOUR REASONS FOR BELIEVING THAT A SPECIALTY 
LINE WILL PAY YOU A GOOD LIVING AND THAT IT OFFERS 
FUTURE OPPORTUNITIES. 


STUDY UNIT NUMBER TWO 
LESSON NUMBER THREE 


THE RETAIL SALESMAN 


-, 
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LESSON NUMBER THREE 
THE RETAIL SALESMAN 


THE ORDER-TAKER AND THE RETAIL 
SALESMAN 


F YOU would be a success in retail selling, it is nec- 

essary that you see the opportunities ahead of you and 

_ be willing to work and study. You cannot make ef- 
ficient use of anything unless you understand it. Hence 
the need for studying it. There is no reason why a man with 
a brain, a body, and the right soul stuff in him should 
work behind the counter for $12 or $15 a week, when oppor- 
tunities for salesmen are open in every line. 

If you are now working behind the counter of some retail 
store, or working for a department-store, grocery, hard- 
ware, as a drug clerk, or in other retail lines; you have 
an excellent opportunity to study the principles of sales- 
manship and human nature which you are learning in this 
Course, and to apply this knowledge so efficiently that you 
can get into a bigger, broader, better paying line of work, 
or make your present line a bigger and better paying prop- 
osition for yourself, by making it more profitable’ for 
your Employer. 

Selling goods behind the counter is respectable enough, 
but if you are content to remain there after you have 
ceased to advance in knowledge or income, you are not the 
salesman you should be. It is the purpose of these lessons 
to outline the field of salesmanship, so you can rise in re- 
tail selling, or break away from it and get into one of the 
other more profitable fields of endeavor, if you so determine. 
The retail salesman has to improve himself, little by 
little, and step by step; but if he will persist he can not 
only keep himself out of the rut, but make a complete 
success of selling, whether retail, wholesale or in specialty 
work. 

When you learn to work on your own initiative, you 
will naturally earn a bigger income because you will be 
more efficient. Learn the principles taught in this course 


go you can readily apply them to any line of selling. You 
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can do this if you are enthusiastic and confident, and con- 
tinue to study as we direct. 


How to Succeed as a Retail Salesman 


Many men, who have it in them to make a success in 
selling, do not believe that retail selling offers chances for 
advancement commensurate with their ability and the 
amount of hard work it requires. This may or may not 
be true, but it is certain that a man can become very 
adept in the art of salesmanship while engaged in retail 
selling. Here a man can gradually strengthen his selling 
ability until he has the confidence to go out and sell on the - 
road. 

The fundamental principles of successful salesmanship 
can be applied in any line of work and if you decide to stay 
where you are until you fully grasp the philosophy of 
salesmanship in its entirety, and have full confidence in 
your ability to “make good,” success should be yours 
right from the start. The man who hopes to ultimately 
have a business of his own, or who wants to get into the 
specialty or wholesale line, will find that selling goods 
over the counter is the finest kind of discipline. 

You should consider your present position, if you are a 
retail clerk, as the beginning of better things; and you 
should learn your present job and carefully study this 
Instruction Course, so that you will be prepared for the 
bigger field, and will not only have a full knowledge 
of salesmanship, but full confidence in your ability to 
apply that knowledge correctly. 

Cattle that break through a barb-wire fence in order to 
reach the greener looking grass in the next pasture are 
often disappointed. The grass in the distance sometimes 
only looks greener. 

The average retail clerk is in much' the same position. 
He attempts to get into a better line before having eaten 
all the grass in his own field and before he has thoroughly 
prepared himself for efficient sales work. He breaks into 
a supposedly greener field when, if he would have stayed. 
in his retail position longer, he would have had more to 
show for his effort. 

_ About all a cow loses when it seeks a greener field is the 
time it takes to change and a torn hide. The retail clerk 
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referred to may be no worse off, but it is likely that he will 
not be doing full justice to himself, and thus take the 
initial step for failure. Sensible clerks regularly em- 
ployed and earning what they are worth can with advan- 
tage thoroughly complete this Instruction Course before 
changing to another line of work. 


How to Win Promotion 


It is an established fact that any man, even though he 
possess but ordinary ability, can obtain advancement 
if he studies his proposition. You know that the average 
man does not and will not study. When he is told a thing, 
he is so busy with other things in which he has interested 
himself, such as the batting averages, or taking out his 
best girl, or spending his pay, that he is not able to give 
ordinary attention to instructions. Such men require 
a good deal of supervision; someone who knows how must 
direct their work. 

A live-wire, on the other hand, requires no ‘‘boss.”? He 
bosses himself for the benefit of himself and his employer. 
When a man is efficient. and alive to his self-interest, he 
eats first the grass in his own field, as it were, and then is 
ready to break through the barb-wire fencing, if neces- 
sary,to get more grass. You can win promotion if you 
first learn your own job better than any other man ever 
knew it, and then learn the job ahead of you, so you can 
take it when the opportunity presents itself. 

As you improve yourself through reading, through 
spare-time study, through observation and analysis of 
your line of goods; as you become more capable in dealing 
with your fellow clerks and your customers; as you learn 
more about the policy of your house and its methods of 
satisfying the consumers, you will assume new responsi- 
bilities, even if you are not at first paid for doing so. 

As you take on new duties you will get a different view- 
point. Sooner or later you will begin to feel that you 
are a part of the business, and increasingly important to 
its success. When such a feeling does not increase your 
politeness, guard against it; but when it is coupled with 


- enthusiasm and common-sense, you will be in line for 


quick promotion. 
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Handling the Customer 


There is so much chance to improve yourself, so much 
that you can do, so many new duties that you can assume, 
so much more money that you can earn, that there is no 
excuse for the retail clerk who believes that fate is against 


him, and that, to succeed, he must change his employ- » 


ment without first mastering his present job. 

This part of the Course is for the purpose of awakening 
the retail clerk to the number of opportunities that are 
within his reach. It is our desire to enthuse you so you will 
seize such opportunities and make them stepping stones to 
your future selling success. If you take the right attitude, 
and your firm is a good one, it is part of your duty to it to 
convey a friendly feeling to each customer. 

Such an attitude on your part will bring the respect and 
friendship of the customer, who will continue to trade 
with you and your firm and will at least incidentally help 
you to win success. 

The customer expects a retail clerk to treat him courte- 
ously. It is necessary that you treat your customers right 
if you want them to come back. If you drive customers 
away by assuming an air of undue importance instead of 
inducing them to return through kindliness, interest and 
tact, you are an order-taker of the worst type, and not a 
retail salesman. You deserve to fail if you do not make a 
special effort to succeed. 

A retail salesman has the customer’s interest at heart. 
He appreciates the customer as a human being, and he 
treats that customer courteously because he himself is a 
gentleman and he presumes the gentility of the customer 
as well. If the customer becomes angry, the retail salesman 
acts as if he were host, and therefore does not insult the 
customer through a bickering attitude. 

The efficient salesman always does his best to mollify 
an angry purchaser. Usually the customer will leave in @ 
pleasant frame of mind, and will return at a future time 
when he needs additional goods in your line. If you 
would be a real salesman, you will not only be industrious, 
but sensible. A sensible man will hardly quarrel with cus« 
tomers, no matter how much they may say that is unjus 
or insulting. 


aga 
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_Serve your customers; control your temper. At. all 
times remember that a soft answer turns away wrath. 
Get your own temper under control, if you have not al- 
ready done so, and one of the negative elements in your 
personality is overcome. 


Good Health and the Smile 


Your chance for promotion with your firm, as well as 
your chances for success in life, often depend upon ability 
to smile when things seem to go against you. Be good 
natured at all times. Be an analytical salesman, to be 
oa but also learn how to be pleasant, if you would suc- 
ceed. 

One of the secrets of success is to like your work. If you 
do not like your work, learn about it. You can learn to like 
your work, if you keep yourself in good physical and mental 
condition. If you won’t try to like your work, you will not 
be able to take the proper interest in it. Your interest in 
your work depends on your mental attitude toward it. If 
you affirm the statement that you are going to make good 
in your particular job before you attempt to get another, 
you will soon begin to improve in your work, to develop 
yourself, and to get the confidence that will lead you to 


greater success in Salesmanship. 


If you know what your duties are and desire to advance, 
you will work definitely toward a certain end, and you will 
reach your goal if you but continue. This Course has been 
prepared for both positive and negative salesmen. 

You may class as a positive man. Then you will realize 
that you will progress as rapidly as you develop ability 
and confidence. Although you may consider yourself 
negative, you know how to overcome such a deplorable 
condition, and therefore need not be discouraged. 

Forge ahead to success by taking to heart all we say here- 
in. Displace neglect and laziness with carefulness and 
hard work. Then you can succeed in retail selling and make 
good where you are, should you not wish to make a change. 

There is but one sure and safe way to succeed in retail 
selling, and that is by doing your work each day a little 


- better than you did it the day before. Even though you 
do not like your present job, you understand that wishing 
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is a mighty poor substitute for mental and physical activ- 
ity. Use all the powers you have to win success. 

You can win by preparing for success in the right way. 
You can accomplish in three or four years what many men 
take twenty or more years to accomplish, if you have the 
right spirit, and resolve to benefit by their experience. 
Work for something better. Grit has wishing beat at every 
point in the race for success. If you have grit, show it by 
mastering your present job. Keep your physical condi- 
tion good, and it will be easier to master your position. 


Attracting the Customer 


When a customer visits your counter, take care of him 
in your most efficient manner. Even though he does not 
buy anything, care on your part in handling him will 
bring him back. If he does not come back himself, he may 
send a friend to your store, or to you personally. If he 
neither comes nor brings a friend, you have had the benefit 
of improving your selling ability by handling one more 
possible customer. 

Take pleasure in showing goods to every possible cus- 
tomer. Even though you do not feel certain you will 
make a sale, take an interest in the prospect. It gives a 
salesman confidence to show goods often, no matter how 
well he may think he knows them, and enables him to 
succeed better with each succeeding customer. 

A good salesman needs nothing more than a prospect, 
who is willing to look at his goods, and who has the money 
to buy. Such a man will create desire and get action 
because of his ability to read the customer, and from the 
aptness with which he offers suggestions. A customer 
who is looking around can often be induced to purchase 
when suggestions are tactfully made. 

What does tacf mean? It means in this case the ability 
to convey suggestions so the customer will not become 
alarmed at the possibility of being sold. Some men can 
handle wild birds and the smaller wild animals, because 
they inspire confidence. 

You should get the confidence of the customer through 
a reasonable statement of the value or appearance of the 
goods, or through some reference to how they were designed, 
or a historical connection. Use tactful statements, so they 
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will not jar the prospect. Get him in sympathy with you. 
Create confidence. 

In the preceding book of this course we have shown you 
how to develop yourself so your personality will inspire 
confidence. Your personality and character really de- 
termine the amount of confidence any customer will place 
in you. Be sure to conduct yourself toward your cus- 
tomers so they will be attracted and not repelled by your 
personality. 

You can so attract a customer that he will want to do 
business with you. When you repel a man, either because 
of your appearance, expression or voice, he will hardly 
“aM po you again, even though you sold him on that. 

rst call. 


_How to Develop “‘Lookers’”’ Into Buyers 


It is not as hard to make retail sales as would seem to be 
the case from surface indications. If customers are looking 
around your store, or at your goods, they are legitimate 
prospects. People need things, and if your customers 
- do not need the kind of goods you carry, either now or at 
some future time, it would hardly be good judgment to 
assume that they would be spending time merely looking 
over your stock. Even when such “‘lookers” tell you out- 
right that they are not interested in buying, the right kind 
of suggestion may arouse interest, and a plain statement 
of facts, honestly, intelligently and courteously given, may 
bring desire for the goods. 

A good appearance and personality will help you to influ- 
ence such people. If you have good character and sound 
judgment, you will not sell a man something that is of no 
use to him; this honesty of purpose will show in your man- 
ner. If this does show in your attitude toward the cus- 
tomer, you will not have a hard time convincing that per- 
son that you are honestly interested in rendering service. 
When a customer knows that you would like to render him 
service, he will buy anything he can from you personally, 
or from the store which you represent, if you are absent. 

Once you have convinced a man that you desire to be 
of honest service to him, he will often go out of his way to 
buy from you. There are few men who have not been 
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taken advantage of, and it hurts the average man to find 
that another has betrayed his trust. 

When a customer finds that you are-on the square and 
desire to render him service, and to sell him quality goods 
at a reasonable price, he will buy what you have to sell, or 
he will remember you when he needs your goods or service, 
and will return at a future date and become a customer 
even though he does not buy in the first instance. 


How to Stand Well with your Employer 


It is so difficult to get first-class men, that employers are 
always interested in the development of their clerks. It 
may seem, because the ‘‘boss” does not approve or disap- 
prove your work, that he is not interested in you; but when 
it comes to making a promotion, you will not be considered 
unless you have proved yourself a capable salesman. 

How you act, what you say, what you sell and how you 
conduct yourself outside of working hours, do make a dif- 
ference, and a big one, in the long run. You may be able 
to “get by” without being discharged, but it will only be 
until the “‘boss’”’ can get another clerk who will serve him as 
well or better than you do. 

The average employer does not want ‘“‘dead”’ clerks, and 
he weeds them out as fast as he can replace them with 
‘live’? ones. He knows his business success depends on 
having wide-awake sales people working for him. Your 
job is not only safe if you do the square, right thing at all 
times, but you are on the way to something better, even 
though it does not seem to come as fast as you would like. 
The man who works and studies makes steady progress; but 
paptine of his impatience, he does not always realize this 

act. 

In all department stores and in the better-class small 
retail stores, the house has a record of all your sales, and of 
your general conduct. It is therefore up to you to keep 
from having demerits put down against you. When you 
make a blunder, do not attempt to cover it up; it is more. 
honorable and safer to bring it into the open, admit it, and 
make it right. 

The next thing to being a man who seldom makes mis- 
takes, for we all make mistakes once in a while; is to admit 
mistakes immediately upon making them, so they can be 
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_ corrected and the loss held down to the smallest possible 
amount. 

You may depend on it that your employer is keeping 
track of you, and if you will force yourself to the front 
by sheer determination, courtesy, knowledge of the goods, 
polite demeanor and personality, you will be advanced in 
spite of the jeers of non-ambitious clerks. 

It is well, however, to keep on good terms with the other 
clerks as you may have to supervise them some day, and 
you want to avoid friction should you be put in a position 
of authority at a future time. In fact, other things being 
equal, you may be advanced instead of some other ambi- 
tious retail salesman because you can “get on’? with the 
employes of your concern, where the other man is not so 
successful in this respect. 


Developing the Ambition to Win 


Your employers will not take the time to make you a 
first-class salesman if you have not the ambition to win. 
What do they care about you if you are not careful of their 

interests? Is it not true that they are interested in you as 
- @ profit-maker for them? 

Then accept things as they are and make yourself a 
good money producer for the house, and thereby get your 
employers’ attention. Certainly, if you were in their place, 
‘you would expect and want your employes to work effi- 
_ ciently for you. So in selling goods or service, or both, it 
is up to you to develop yourself. Know your line, learn 
your store’s policy and service and study human nature. 
These three things have much to do with your efficiency 
in retail selling. 

Inasmuch as you now know what things are necessary to 
win success in retail selling, you will not let false sentiment 
stand between you and a better position. You will get 
* down to work, study, use all your powers of observation, 
and invest your personality in your daily work. 

You are being trained to think by these lessons, and, if 

ou are certain that retail selling is not your permanent 
Hine of employment, you will change when you are pre- 
pared to secure and efficiently handle something better. 
“You will then be strong and strike out into the better 
| field once you have located it and are sure it is what you 
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want as a life occupation, or that it will put you a step 
nearer your ultimate aim. 

Be sure to consider the advantages and disadvantages 
of your present position, as well as those of the position 
you are about to accept, when making a change. 


Why Retail Clerks Do Not Win Promotion 


When a man or woman does not win promotion, the 
fault is usually with himself or herself. You may deny 
this now, but on thinking it over you will doubtless agree 
with us. Is it not true that with more study, more work, 
more energy, better health, more enthusiasm, more tact, 
firmer determination, and a more pleasant personality, 
you would succeed better? i 

The fact that you possibly have not, in the past, had 
the qualities and abilities that bring success, may not be 
your fault; but now that you can develop them in accord- 
ance with the principles of Salesmanship outlined in this 
Course, you will progress better; and there will be no excuse 
for not making steady progress. 

These qualities are necessary to the retail salesman, as 
well as to the salesman in other lines. Once you show that 
you are ready for something better, you will get it; and you 
will usually get it sooner than you expect it. So be ready 
at all times for your Opportunity, by conducting yourself 
as though each customer held your future in his hands. 

In every line of work the man or woman who is doing 
something to improve, advances. You, as a retail sales- 
man, will advance if you try to do so. You cannot hope 
to have success handed to you without an effort on your 
part. When you see another man forge ahead of you, it 
is because that other man has been studying and working 
to please his employer and the customer. 


Some young men, who have not “cut their wisdom- 


teeth,” think that it is not consistent with their individu- 
alities to cater to the employer, or to the customer. They 
like to impress the employer and the customer with their 
own importance. 

When a retail clerk feels too important for his job he had 
better work hard to get out of it, as it is only through such 
effort that he will really impress the employer or the cus- 
tomer. You cannot run a bluff and get away with it perma- 


a) 


Se XY be 
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nently. Usually you will be found out in a few days or a 
few weeks. In any case, failure, in the long run, will 
prove that your “bluff”? was not the real thing, for houses 
cannot be built on sand and character cannot be built on 
poor service. 

Whenever a man thinks he is so “clever’’ that he does 
not need to work and study to advance with his house, 
he lacks common sense. It is evident to all thinking minds 
that no man can succeed, even in a small degree, unless he 
renders good service. 

The public does not care for “cleverness” of that kind. 
It has been “‘taken-in” too often. It is willing to pay for 
the right kind of service, however; and it is only through 
attention to the business in hand that a retail salesman can 
know what kind of service will enable him to please and 
satisfy each and every customer. 


Retail and Wholesale Selling Compared 

The customer comes to the retail store. The retail sales- 
man will then sell him, while all the ‘“‘order-taker type’ 
of retail salesman does is to write down or fill the order of 
the already interested customer, and usually he makes a 
poor job of even this. 

The wholesale salesman, on the other hand, goes out 
among the city, town, and country merchants, and wins 
business. A traveling salesman, as a rule, will make sales 


in practically every town he visits, but there are times when 


he will fail to do so. 

The customer who comes to the retail store to be sold, 
however, is often turned away without the goods, chiefly 
because of the inefficiency, laziness or lack of interest of the 
retail clerks. The retail salesman who is efficient does 
away with this condition of affairs and finds that it is possible 
for him to sell a large percentage of the customers that 
enter the store. 

Do many customers visit your counter or department 
without being sold? A correct answer to this question 
will lead you into an analysis of your selling efficiency, 
and should help you to eliminate anything that causes 


_ you to lose sales, and thereby lose commissions for your- 
_ self and a profit for your employer. 


We know from actual experience that many sales are 
Vol. 1I—5 ‘ 
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lost, in practically every retail store, through inattention 
and a lack of personal interest in the customer, by the retail 
clerks. We urge you, if you are now in the retail field, to 
make good where you are. 

There is plenty of room to make good where others are 
neglectful. Be a pioneer in your firm, and show the mate- 
rial you have in YOU. Become a pacemaker for others, 
and you will help yourself, your employer, and the other 
clerks. 


Analyzing and Improving your Methods 


If you would learn how to treat your prospect, and in 
many cases, how not to treat them, visit other retail houses 
for purchases. ‘While you will naturally want to get your 
goods from your own firm at a discount, it will be well 
worth while for you to visit other establishments, both 
where you are given every possible courtesy, and where the 
salespersons are rude and inefficient. 

By doing this, you will learn much that will improve 
your own methods in retail selling. If you become of- 
fended in a certain way, consider whether you yourself do 
not offend others in this or a similar way, and guard 
against it. If you receive courteous treatment, observe 
how you are handled, and then apply such methods to 
your own work. 

Analyze the treatment you receive in each place you 
visit to buy goods or service, and apply the principles 
you learn to your own field or work. As we have said be- 
fore, the principles of successful selling are the same in all 
lines; it is only the application that may be different. 

When you walk up to the competitor’s salesman’s 
counter, see how he takes your visit. Does he greet 
you with a pleasant smile, and an attitude of expectancy? 
Does he seem interested in serving you? Does he add to 
the integrity of the house for which he works? Does he 
conduct himself in a dignified manner? Would you 
impress a customer the same way? Would you be as pleas- 
ant, or as cold, to one of your customers?: 

Be observing. You can greatly improve yourself by 
this method in a short time. 

_ Does he seem to want to show you the goods you are 
interested in, or does he try to sell you something just as 
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good, without good reason for doing so, and in spite of your 


_ protests? What do you think of his methods in general? 


Are you quite sure you are morc tactful in handling your 
customers? What kind of an impression does he leave 
with you after you have gone? Did you like to do busi- 
ness with him because he was so anxious to serve and 
please you? 


Relation of your Methods to your Employer 
The customer seldom, if ever, sees your employer in 


- ease you are working in a good sized establishment. You 


therefore represent the employer to each customer. It is 
necessary that your representation be a favorable one to 
impress the customer with the policy of the house. 

If you want your customer to get a bad impression of 


_ your employer, you are not a self-respecting employe; 


you are not following even the first principle of fair play. 


_ Your employer is all right, or you should quit your job. 


If he is not all right, and you continue to work for him, 
do not humiliate yourself by running down your employer, 


even in such a way as by giving a wrong impression to a 
- customer who comes to buy goods. 


There are many inferior sales-persons who do not prop- 


2 erly treat disgruntled customers, or even pleasant ones for 


that matter. Resolve that you will give each customer 


nothing but human, salesmanlike treatment. He will 
_ appreciate it and do business with you in preference to 


doing it with a sarcastic competitor, or a snappy sales- 
person. 

Out of consideration of your self-interest and out of sheer 
self-respect, you will make use of the best method of the 
salesman who made a good impression on you when you 
were shopping. 

If other sales-persons are discourteous, it is still more 


“ your duty to create a good impression for your profession, 


else you are making it possible for customers to form 
wrong impressions. They are apt to believe that all sales- 
persons are too self-important. Think of the customer as 
an honored guest and try to make him feel at home. 
If you show the customer that your profession contains 


high-class, gentlemanly salesmen, he is going to treat your 
fellow-workers better. And this, in turn, will tend to make 
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your fellow-salesmen more polite and obliging, and will 
in time do its part toward improving the selling courtesy 
of the business world. 

You will be busily occupied in looking out for your own 
advancement, being polite to discourteous customers, con- 
trolling your own temper, and doing things that will raise 
your own salary. Never neglect an opportunity to make a 
sale. It is the amount of sales you make, and how you make 
them, that determines the success you will have. 
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SELF-QUIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS 


1—DO I UNDERSTAND THE DIFFERENCE BETWEEN AN ORDER- 
TAKER AND A RETAIL SALESMAN? AM I A SALESMAN, AND 
NOT AN ORDER-TAKER? 


2.—DO I UNDERSTAND THAT THERE ARE OPPORTUNITIES AHEAD 
IN RETAIL SELLING, JUST THE SAME AS ON THE ROAD? 


3.—DO I REALIZE HOW MUCH A STUDY OF MY LINE WILL DO TO 
GAIN ME ADVANCEMENT? 


4.—AM I DETERMINED TO MAKE MYSELF A SPECIALIST IN RE- 
TAIL SELLING, SO NEITHER TIME'NOR TIDE NOR FATE CAN 
HOLD ME DOWN? 


5.—DO I KEEP MY HEALTH GOOD, SO I CAN SMILE ON GROUCHY 
CUSTOMERS, SELL THEM, AND INDUCE THEM TO COME BACK 
AND TRADE WITH ME? 


6.—DO I TAKE A PERSONAL INTEREST IN THE NEEDS AND WANTS 
OF EACH CUSTOMER WHO COMES TO MY COUNTER OR DEPART- 
MENT? 


7—DO I WORK EVEN WHEN THE “BOSS” IS NOT LOOKING, AND 
TRY TO IMPROVE MYSELF FOR THE GOOD OF MY HOUSE AND 
MY OWN FUTURE? 


8—DO I PLACE MYSELF IN LINE FOR PROMOTION BY HELPING 
OTHER CLERKS TO IMPROVE THEIR SELLING, AS WELL AS 
IMPROVING MY OWN SALESMANSHIP? 


9.—DO I KNOW THAT I CAN USE RETAIL SELLING AS A STEPPING 
STONE TO BIGGER THINGS IF I WORK AT IT WITH A PUR- 
POSE? 


10.—DO I VISIT OTHER RETAIL STORES SO I CAN BETTER REPRE- 
SENT MY EMPLOYER IN MY STORE? 


EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 


1.—TELL BRIEFLY HOW YOU WOULD CONDUCT YOURSELF TOWARD 
AN ANGRY OR GROUCHY CUSTOMER. 


2.—WHAT IS THE VALUE OF TACT IN RETAIL SELLING? 


3.—NAME THREE THINGS YOU CAN DO TO HELP YOUR EMPLOY- 
ER’S BUSINESS. 


_STUDY UNIT NUMBER TWo 
LESSON NUMBER FOUR 


THE PROMOTION FIELD 
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LESSON NUMBER FOUR 
THE PROMOTION FIELD 


PROMOTION SALESMANSHIP ANALYZED 


HE definition of Promotion, as a term in Salesman- 

ship, means the financing of an enterprise through 

the sale of a certain interest in the company or of a 
portion of the capital stock. A new business may be pro- 
moted by selling shares of stock either at par or lower 
than par. ¢ 

Those who purchase below par, at the beginning of the 
-enterprise, assume the greater risk, and the promoter 
uses the inducement of the lower price to offset this risk. 
The purpose of the promoter is to sell enough stock to 
develop the business and get it on a paying basis. 

The promoter, who in many cases is also the organizer 
and executive of the business, must receive compensation 
for his services, and this is paid him in stock or in cash 
received from the sale of the stock. The promoter, as arule, 
gets a good fee for his services, as he is an important element 
in getting the business going, and it is considered he is 
worth a generous commission. 

Promotion is the highest type of salesmanship. The 
fact that the promoter deals with thousands or tens of 
thousands, and, in some cases, even millions of dollars, 
makes this field of Salesmanship a hard one, but especially 
attractive to the organizing, executive type of salesman. 

To succeed, a promoter must use care in choosing his 
line and in fitting himself to his business in much the same 
way as the wholesale or specialty salesman. He will also 
see to it that he chooses a line that appeals to him and en- 
ables him to give permanent satisfaction to those whom he 
induces to invest. 

It should here be remembered that promotion is un- 
‘doubtedly the most exacting form of Salesmanship, and 
because of this a salesman must have unusual self-con- 
fidence and initiative, as well as a strong will and per- 
sonality, to win fame and fortune in it. 
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As a salesman and a future executive, it is quite possible 
that you will sooner or later want to organize, finance, 
and promote your own business. When you are required 
to do this, you will want to know the how and the why 
of Promotion. In this lesson, we are outlining, in a prac- 
tical manner, the facts you need to know about the organ- 
izing and financing of a business. 


It is very important that every business man know, at 
least in a general way, the responsibilities and qualifica- 
tions of a promoter. By learning to investigate a proposi- 
tion from the viewpoint of the investor, you will be able to 
present the attractive features in an able and convincing 
manner. By using sound judgment in organizing your 
business, you can gain the support of others and thereby 
insure its permanency. 

To succeed as a promoter you should have a good reputa- 
tion and a strong personality. Initiative, good judgment, 
courage, and the ability to persuade shrewd business men 
to join hands with you, are all important. 

You can readily see that success in this field of Salesman- 
ship is the result of much business experience and a high 
order of intelligence. The most successful promoter is a 
good judge of a business proposition, a practical reader of 
human nature, a persuader of no mean ability, and an ex- 
cellent all-round business man. 


What Is a Partnership 


When two or more men enter into an agreement to 
run a business and share the profits of that business, 
they are legal partners. The usual partnership consists of 
only two individuals. In some cases of this kind one part- 
ner invests the capital and the other man furnishes the 
brains or the inventive ability. 


It is not necessary that the profits be divided equally 
or that there be equal ownership in the business. How- 
ever, there must be an understanding or an agreement 
that ete will be a division of profits to make a legal part- 
nership. 


From this it will be seen that you might own nine- 
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tenths of a business and your partner one-tenth and still 
be recognized as full partners by the laws of your state. 

One of the disadvantages of a partnership is that the 
members of it are each liable for all the debts of the enter- 
prise. For instance, suppose you are a silent partner and 
own one-tenth of a partnership; and the man with whom 
you are in business absconds, or fails to make good. It is 
up to you to foot the entire bill. 


Thus you will see that a partnership can only be success- 
ful when entered into by men of unusual integrity and whose 
abilities and capital fit like a bayonet in its scabbard. The 
modern tendency is to avoid entering partnerships, and the 
laws of the states have authorized the organization of 
enterprises under a form which is known as the corporation. 


What Is a Corporation? 


The corporation is an individual, before the law, just as 
much as you are. It is treated as a separate personage. 
It can be fined, and made to pay the fine; it can be sued, 
and made to pay the judgment. 

When it is an “‘invalid”’ corporation, a “nurse or doctor’ 
(a receiver) is appointed. As the stockholders composing 
@ corporation are not liable for its debts, it is becoming the 
general method of doing business, and no progressive 
business man will go into a new line without taking advan- 
tage of the protection offered by incorporation. 

When a stockholder has paid for his stock, he is free 
from further responsibility. It is true, however, that he 
may lose his stock in case the corporation fails. He also 
has the right to sell his stock or transfer it to another. His 
death will not affect the permanency of the organization. 

A board of directors manages the corporation, and no 
one person is responsible for the success or failure of the 
enterprise. As the corporation does not go out of existence 
with the death of the owners or change its method of con- 
ducting its business, it has a permanent basis that invites 
investment. 

Some states are partial to corporations. Some are antag- 
onistic. When a corporation is organized, many things are 
considered by its promoters. What is its capital? How 
many directors should manage it? Who shall be the Pres- 
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ident, the Vice-President, the Secretary, and the Treas- 
urer? 

in most Caves 2 limited amount of stock is offered for sale. 
What this amount is to be is determined by the organizer 
or promoter. If an organizer desires to retain control of 
his business, he should incorporate it before interesting 
capital. 

When outside investors put their money in your business 
they will try to control it, unless they have unusual faith 
in you; and outside control many times means inefficient 
control. 


Your Relation to your Investors 


As an organizer of a business, you must consider, how- 
ever, that others who invest money in your business are to 
be protected as well as you. If you do not promote on a 
fair and wise basis, you may not be able to influence 
others to invest their capital with you. Whenever a 
business man must reorganize his business to obtain cap- 
ital, outsiders will usually get control of it. 


It is better to show yourself as a fair and reasonable 
promotion-salesman in the beginning and retain control 
of your organization, as there will hardly be a disposition 
to disturb you if your judgment has been sound, and your 
incorporation shows that you have the interest of investors 
at heart. 

A good lawyer should be employed. It is usual to employ 
a specialist on corporation law when a business of any 
consequence is to be incorporated, or it appears that the 
business will grow rapidly in the future. A few dollars 
spent as fees for a competent legal advisor may save the 
organization from becoming a wreck at a later date. 

Never hesitate to consult a lawyer. If you want to be a 

first-class business man you will realize that you do not 
know it all, and that the law trained man can help you. 
_ In fact, it is just as important that you have a lawyer 
incorporate your business as it is that you have a salesman 
sell your goods on the road or in your store, or an adver- 
tising man to write your ads and form-letters, or a book- 
keeper to keep your books. . s 

Many of the larger public and private corporationsinthe —_ 


z 
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United States have salaried lawyers who are constantly 
looking out for the interests of the business. 


The Business Man as a Promoter 


It may be that you have ample capital or the means of 
getting it. If such is the case, you will not need to callina 
promoter or organizer, but will undoubtedly execute your 
own plans. For the sake of a complete understanding 
of the duties of a promoter, however, we will assume that 
you must seek outside capital, you must induce others to 
invest their savings in your stock. 

You are a promoter in the general sense of the term 
as soon as you attempt to advance the interests of your 
business by means of outside investment. Should you 
attempt to finance another enterprise, you would be a 
promoter-salesman. 

Weare presuming, of course, that your business is honest, 
that you and your present or future employes are com- 
petent and can manage your organization successfully; and 
that you intend to tell the exact truth about your business 
to the possible investors. When these conditions are 
satisfactory, your work as a promoter is a benefit to society 
as a whole. 

However, many unscrupulous promoters attempt to 
obtain and do obtain capital for investment by impossible 
claims. Such promoters are avoided by business men, 
because they are unreliable and often incapable of putting 
an honest business on the market. 


Importance of a Good Reputation 


In previous lessons we have constantly urged upon you 
the importance of having a good character, reputation, 
and a strong personality. Your business ability, your 
commercial standing, and your connections are important 
factors in whatever promotion work you do. 

From the requirements we are outlining, you will observe 
that you must be a man of some consequence before you 
are likely to succeed in promoting a difficult business. 
You must be somebody. 

You have a better chance to succeed in the promotion 
field if you have made a success of a business. If you are 
_ recognized as a man of sound judgment and good business 


a 
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ability, you are more likely to make good in this harder 
field. . 

You cannot blame others for not having faith in you 
until you have done something that others recognize as 
worth while and successful. Get as broad an acquaintance 
as possible. : 

If you are a club member, it will help you; if you attend 
a lodge, it may add to your acquaintance; if you belong 
to an association of commerce, you will find many strong 
friends that will add to your power. 

Get the confidence of your personal and business friends. 
Then you can get them interested in any legitimate busi. 
ness enterprise you want to finance. Use them for their 
own profit, and yours. Protect their capital as you would 
your own. 


The Proposition Itself 


The proposition that you promote may be either a 
manufacturing plant, a wholesale house, a mercantile 
business, a public or private corporation, an invention, a 
copyright, etc. The necessary element to be considered is 
whether or not it offers a profit on the money invested by 
the persons to whom you sell stock. 

The enterprise must be sound, under good management, 
or coming under good management, and enough stock 
must be sold to furnish adequate financing. As a farseeing 
business man you will not connect yourself with a fraudu- 
lent scheme and thus endanger your reputation. 

Before you ask others to invest their capital, assure 
yourself that their investments will be safe and that they 
will in due time get an adequate profit because of their 
faith in you. You are, in a sense, responsible to them 
for their money, because it is invested on their faith in you. 

Even a good business cannot succeed without funds to 
carry it to the point where it can pay a dividend. It takes 
money to make money. If you do not have a good supply 
of commonsense, you had better not enter business for 
yourself or promote the affairs of others. 

You naturally know something about the soundness of 
your own business, but even when you have such technical 
knowledge, it is not unwise to callin an outside technical man 


to check up your own knowledge, and ‘to assure investors : * | 


\ 


THE PROMOTION FIELD 69 


of your sincerity in presenting your business for their sup- 
port. Good management is an essential to the success 
of every business. If a proposition is stable and has known 
value, but is improperly managed, it will fail. 

Money melts like butter on a hot day, when a man enters 
business without first becoming a good financier. Money 
should be under the control of expert accountants or book- 
keepers in a small corporation, and under a first-class 
Treasurer in a large concern. 


How to Insure Success 


Good intentions alone will not bring business success. 
Such intentions must be backed by ability and hard work to 
insure progress. It is possible to hire brains with money, 
however; but it is necessary that you be a good judge of men, 
and demand references as to character and ability and 
experience and results already achieved, to make sure 
that you have the proper executives and employes in 
your organization. 

Hire the right men from the first, and you will not have 
to fire them later on to save your business from wreck. 

It takes a good deal of money to run a large business until 
it begins to pay dividends. When a business begins to sell 
its product from the first, it is sometimes able to pay most 
of its way. 

In case of a large corporation, however, it is usually 
necessary to do considerable educational and development 
work before dividends begin to materialize. 

The far-sighted promoter will not neglect to hire the 
best salesman he can secure, and pay each of them a good 
salary or commission in order that they may quickly put 
his business on a profitable basis. 

It is possible, through efficient selling, to get a head start 
on the road to success, soon after the business has been 
organized and the product is being turned out by the inside 
workers. 


Sale of Stock 
You should, at all times, endeavor to build up a reputa- 


- tion for business character and ability that will insure the 
confidence of your friends and acquaintances, and even of 
_ strangers, in your ability to promote a proposition. 
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It is not always that the capitalist or investor has the 
time or knowledge to make a thorough investigation, and 
they therefore depend upon the character and ability 
of the man who starts the business, and the character of his 
associates. 

Investments are made because of the faith of the inves- 
tors in the business man or the proposition. It is well to 
take every care of your reputation, and not to enter into a 
business enterprise that will reflect discredit upon your 
judgment, integrity, or ability. 

Some of the big promotion schemes have made fortunes 
for the executive-salesmen who organized and developed 
them. The railroads of the United States started on small 
capital, and obtained franchises and grants of land, and 
worked out their own salvations with but little capital. 

When you promote your own business, you will not get 
@ commission; but will become the owner or part owner 
of your own enterprise. You will undoubtedly be elected 
president if the organization is a corporation, and in addi- 
tion to your profits on your work and money invested, get a 
stipulated salary, according to your importance to the 
general organization. 

In many cases such a salary runs from ten to as high as 
one hundred thousand dollars each year. Some of our big 
insurance men and railroad men and business executives 
draw salaries that are larger than that of the President 
of the United States. 


How to Obtain Capital 


It is not an easy matter to secure capital for even a sound 
proposition, so you should not be discouraged if you meet 
opposition. Men, who have money to invest, are not 
going to entrust it to a stranger. Friends, in whom they 
have confidence, can influence them. You cannot expect 
to get favorable attention from a capitalist or investor if 
you force yourself on his attention. 

Inasmuch as we are presuming that you are promoting 
your own business, and that you have invested all you have, 
or a considerable part of your capital in it, and -an enthuse 
others because of your proved confidence, it will be easier 
to gain access tp outsiders for the additional capital needed 
to insure its success or quick development. 
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Under the above conditions, assuming that you have 
the confidence of your friends and the public, your own 
statement of the value of your proposition may be sufficient 
to get you the needed capital. 

You can show outsiders what you think of your proposi- 
tion and convince them through your own earnestness and 
enthusiasm. Give them reasons why you are going to 
make money, and how they can get in on the ground 
floor. They will then be willing to invest what they can, 
and will introduce you to others who will also invest with 
you. 

This endless chain, this personal appeal from one inves- 
tor to another possible investor, will enable you to finance 
your business. 


Offer to Investors 

When the outsider is offered a chance to invest in your 
business, it must be an opportunity that will attract him 
and make him want to put his money in your business. 
Good profits are valuable, but safety must also be given 
consideration. ‘< 

When an organization has an established basis, the 
stock is sold at or near par; on the other hand, when it is a 
more or less speculative venture, it becomes necessary for 
the organizers to sell below par. The degree of specula- 
tion of the enterprise determines the degree of sacrifice 
that must be made on the stock. 

Sometimes preferred stock is sold at par, and common 
stock is given away with it. Of course, dividends are first 


_ paid on the preferred stock; and then, when the business 


gets on a good paying basis, the common stock will also 
pay dividends. 

In a campaign for capital from either large or small 
investors, it is necessary in most cases to print and dis- 
tribute to possible investors a prospectus. All the rules of 
good advertising must be considered in the printing of this 
prospectus. It must outline your proposition in a Salesman- 
like manner. 

Care should be taken not to overdress the prospectus, 
inasmuch as the gambler is usually an overdressed man, and 


ee the speculative and fraudulent schemes that have not 
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panned out in the past were’ put out in a blaze of glory, 
and expensive printing was used. : 

The prospectus, in a word, must be a concise, well- 
arranged, logical, appealing, suggestive, reasonable sales- 
talk on paper. 

If you are not good at composition, you should employ 
a writer who will present your proposition in the proper 
way. See that you make no dishonest or impossible 
statements in the advertising matter. Be sure that you 
are not obtaining money under false pretenses. 

The prospectus must be written from the investor’s view- 
point, just as much as must a sales-letter or advertisement. 
It can hardly succeed if it is too technical to be under- 
stood, and not suggestive of character and reliability in 
its appeal. 


Selling Stock to Friends 


Confidence on the part of your friends in yourself will 
help you get the capital needed to make your business go. 
But, in case you do not have a sufficient number of busi- 
ness or personal friends to finance your business, it is not a 
bad idea to get an outside promoter to help you. 

You will naturally suffer in reputation if your enterprise 
does not succeed, even though outside conditions caused 
the failure. Your friends will realize that they invested 
on your say-so, and, even though they do not question 
your honesty, if the business does not come out as hoped, 
they will question or discount your business ability. 

When you are not quite sure of the future of the business, 
but it offers large profits to those who are willing to take a 
risk, tell your friends the exact conditions before you sell 
them stock. Among them you will usually find business 
men who will be willing to take a chance on your ability 
and honesty and energy. | 

Under conditions such as above outlined, if the business | 
fails, they will not hold you responsible; and will be willing | 
to back you later on, should you get another proposition 
that offers a surer and safer investment, although it is 
unlikely they will be willing to back another speculative 
enterprise in your hands. Once is enough for even the 
best of friends. 


You appreciate your friends. As this is true, you will 4 
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represent conditions to them as you would to your brother, 
and therefore keep their respect and friendship. In busi- 
ness it is good to have friends. You can keep them by 
being square with them. 

_ Then be a level promoter, and never induce a friend to 
invest in your business unless it has a reasonable chance 
for success; or, unless he feels with you that he can afford 
to lose on a proposition that shows such excellent chances 
for a good profit, or a successful future. 

It will not be hard to get your friends to buy, and to 
induce them to get their friends to buy, if you have their 
entire confidence. You will be worthy of such confidence, 
if you look after their investments better than you do 
your own. You can lose your own money, and not lose 
‘ae self-respect; but, in most cases, it is impossible to 
ose the money of a friend, and feel right about it. 

To keep such a friend, it is sometimes necessary that you 
pay him back in full for the amount invested, even though 
you were not responsible for the failure of the business. 


Selling Stock to Strangers 


When a business is large, it is unusual for a man to finance 
it entirely through his friends. He then must go outside 
for investment. When your business is a valuable addi- 
tion to your locality or community, it is often possible to 

_ secure capital because of the pride of the influential men 
of the community or locality. 

Occasionally, a promoter will run across a good business 
man who has money which he can invest, and he will 

_ give such a man a position in the business in order to get 
his investment. 

An ideal condition takes place when a man with both 
brains and money enters a business. Such a man will 

- do much to insure the success of the organization which 
employs him, and of which he is part owner. 

If a young man’s father or uncle or other relatives will 
help him out, by investing money to insure him a position 

_ in your business, it is not a bad idea to employ him, but he 
_ should only be employed when his ability will be a dis- 
_ tinct advantage to the firm, or when he is able to “earn 
his salt,” as the old saying goes. ; 

S It is usual, however, for a corporation to have a lot of 


* 
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dead material on hand, when it employs men with money; 
for brains and money do not necessarily go together. 
When the man has made his own money, he is a sate 
employe, even though an investor; but seldom when he is 
born with a “‘silver spoon in his mouth.” 

It is always possible to get capital to finance a good 
enterprise if enough persistence is used, and the judgment 
of the promoter is sound. 

He must learn who is likely to be interested in his wares, 
and then he must either write, or go himself, or send 
another promoter to represent him. Either way will help 
get the desired capital, but it must also be understood that a 
personal interview is necessary before the investor will 
back the proposition. 

A new discovery is likely to appeal to a specific class of 
men, and it is among such men that the successful pro- 
moter usually goes to get capital and backing. 


Interesting Professional Capitalists 


Should you desire to interest professional capitalists in 
your business, you are up against a hard proposition; one 
in which it is quite as easy to fail as to succeed. 

See that you have plenty of expense money, and can put 
in considerable time to get the attention of the desired 


investors. You will have to live at the better-class hotels, 


as much as will a successful salesman. 

You should have letters of introduction to business men 
or bankers who will introduce you to the capitalists you 
would meet. You must always conduct yourself with 
dignity, and, when this is done, you will be sure you are 
not going to offend the prospective investor. 

Whenever it is not possible for you to get in touch with 
or to interest a capitalist, you may be able to get in touch 
with and interest a promoter, who in turn can interest 
the capitalist; or some other investors that you have not 
considered. However, you should beon your guard against 
professional promoters who demand retaining fees, as such 
men are not likely to be of any help to a:legitimate enter- 
prise. 

The promoter is worth his commission, and this should 
be outlined in an agreement, so there will be no misunder- 
standing about it later. He is performing a valuable 
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service in bringing capital and brains together, and he 
should be paid all he deserves. 

_ But, in making a contract with a promoter, a time 
limit, and usually a reasonably short one, should be indi- 
cated definitely; and if he does not produce the capital by 
that time, the agreement should end, and you should ga 
another promoter to help you, who is more zealous o 
better known. 


If you let a promoter get a hold on your enterprise, he 
may demand money from you before he will release you 
from your agreement, even if he does not get the capital 
it was expected he would get. 


Advertising and Circularizing 


Advertising is costly, when done in newspapers and 
magazines, but is often used for promoting the sale of 
stock; but it is possible to use form-letters and circulars 
so cheaply that they will be of advantage, when good 
mailing lists can be secured. 

When the men who are promoting or organizing an 
enterprise are men of known ability and integrity and suc- 
cesses in their line, it is possible to finance such a business 
through a mail-campaign. 

The first essential to such a campaign is a good mailing 
list, and you will know how this is secured through the out- 
line in the lesson on Advertising, which is included in this 
book. The success of such a campaign can be tested in 
much the same way as any other campaign of mail-order 
business. 


Underwriting by Bankers, Etc. 


When the sale of stock of an enterprise is guaranteed 
before it is offered the public, it is called Underwriting. 
Underwriting works on somewhat the following plan: 

A set of business men or bankers or capitalists guarantee, 
say, 60 cents on each dollar of stock issued before it 1s 
offered the public. Then it may be offered for sale to the 

ublic. 
E The underwriters get all the profit over the average of 
- 60 cents per share for having guaranteed the sale of the 
stock. It will be seen that this method takes quite a bit of 
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noney out of the organization itself when the stock reaches 
jar value. 

It is usual to offer the stock at a higher price than that: 
guaranteed by the underwriters. In case the stock will 
not sell at the higher price, the underwriters take it at the 
specified low price. They then receive no compensation. 

Underwriting insures that capital needed for an enter- 
prise is certain, regardless of the financial condition of the 
country at the ‘time stock i is sold. It is usually an advan- 
tage to the promoter, and is one of the excellent methods 
of getting capital for a legitimate or established enter 
prise. 
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SELF-QUIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS 


1—DO I KNOW THE MEANING OF PROMOTION? DOI FEEL THAT I 
HAVE THE LATENT ABILITIES AND POSITIVE QUALITIES RE- 
QUIRED FOR SUCCESS IN THIS LINE? 


2.—DO I KNOW THE VALUE OF LEARNING FROM EXPERIENCED PRO- © 
MOTERS HOW I CAN SUCCESSFULLY ORGANIZE, FINANCE, AND 
ADMINISTER AN ENTERPRISE OF MY OWN? 


8.—DO I KNOW-THE DIFFERENCE BETWEEN A PARTNERSHIP AND A 
CORPORATION? 


4.—DO I REALIZE THE VALUE OF BEING FAIR WITH POSSIBLE INVES- 
TORS, THAT I MAY INDUCE THEM TO SUPPORT MY PLANS WITH 
THEIR MONEY? 


§.—DO I KNOW WHY I SHOULD HIRE A LAWYER WHEN I START IN 
BUSINESS, SOI CAN AVOID MISTAKES? 


§.—DO I UNDERSTAND THE WISDOM OF PLANNING ONLY LEGITIMATE 
PROPOSITIONS, WHICH ARE REASONABLY SURE TO BRING A PROFIT 
ON THE INVESTMENT, AND THEREFORE SATISFACTION TO MY 
INVESTORS? 


7—DO I REALIZE THAT I MUST THINK HONESTLY, USE GOOD JUDG- 
MENT, SELECT'THE RIGHT KIND OF EMPLOYES AND EXECUTIVES 
TO BUILD A PERMANENT SUCCESS? 


8.—DO I UNDERSTAND THAT MY STOCK IS SOLD LARGELY ON WHAT 
I SAY OF IT, THAT MY INVESTORS MAY NOT HAVE THE TIME OR 
MEANS TO INVESTIGATE, AND THAT I AM RESPONSIBLE TO THEM 
FOR THE INTEGRITY OF MY ENTERPRISE? 


9.—DO I KNOW WHY I SHOULD MAKE MY OFFER TO INVESTORS AT- 
TRACTIVE ENOUGH TO INDUCE THEM TO INVEST, YET PROTECT 
MYSELF IN EVERY WAY, SOT WILL ALSO PROFIT WITH THE SUC- 
CESS OF MY PROMOTION SCHEME? 


10.—DO I KNOW HOW TO USE THE MAILS TO SELL MY STOCK WHEN 
IT WILL BE PROFITABLE TO DO SO? 


EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 


1—STATE THE DIFFERENCE BETWEEN A PAR TNERSHIP AND A COR- 
PORATION. a 


2.—HOW WOULD YOU SEEK CAPITAL TO ORGANI. ZE A CORPORATION? 


8.—GIVE A BRIEF DESCRIPTION SHOWING HOW A BUSINESS MAN CAN 
SUCCESSFULLY PROMOTE HISOWN BUSINESS. © 


STUDY UNIT NUMBER TWO 
LESSON NUMBER FIVE 


RELATION OF CORRESPONDENCE TO SELLING 
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LESSON NUMBER FIVE 
RELATION OF CORRESPONDENCE TO SELLING 


OPENING THE MAIL 


RACTICALLY every order received by a house 

P must be handled in the office, and this entails the 

hiring of correspondents, who are, in a sense, sales- 

men who write letters. It is necessary to employ capable 
men, for a mistake can lose a sale or a steady customer. 

Inasmuch as you may at some time find it necessary to 
handle an office as an executive, or develop into a sales 
correspondent for your own or another business, we herein 
outline the general principles now in operation in pro- 
gressive houses. In studying this subject, you will perceive 
that simplicity in handling correspondence is the end 
desired. 

The larger houses have a central mailing room for hand- 
ling mail. This is convenient and has proved the most 
satisfactory method for handling a volume of correspond- 
ence. © 

All catalogs, booklets, newspapers, magazines, telegrams, 
etc., are delivered to this central mailing department, 
where they are in turn separated and sent to the depart- 
ment heads, or the persons to whom directed. 

Many of the larger houses also have a postoffice box, 
and all mail addressed to them is put in that box, from 
which it is taken after each train arrival, or at. convenient 
intervals, by a mail-boy, who brings it to the regular 
mailing department for distribution. 


How Mail is Handled 


After the letter carrier or postoffice clerks deliver all 
mail to the house or to the mail-boy, respectively, it is 
ready for distiibution. Of course, at the time of delivery 
any postage due is collected, receipts are taken for special. 
delivery and registered letters, etc. The mail-clerks 
then sort the mail. 

The personal letters are separated, at this time, from 
- the company’s mail. Letters addressed to a salesman or 
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executive are sent to the proper department. Important 
letters go to the executives who can-best handle them. 
Routine letters are turned over to the correspondence 
department for answer. 

Mail is opened by trusted employes, who in turn pass it 
to other trusted employes for separation. These dis- 
tributing clerks pin all enclosures to the correspondence 
with which they come. The date received may be written 
or stamped on the letters. 

When the date is written or stamped on the letter, it is 
possible for the clerk doing this to indicate in one corner 
of the letter, or better still, on a small card which can 
be easily attached to one corner, the nature of the letter, 
who will handle it, ete. 

Then the letters should be placed in baskets or pigeon 
holes for the different departments. The office boy, who is 
usually the mail-boy, delivers the assorted mail to the dif- 
ferent departments for which it is intended. 


Personal and Company Letters 


Large houses usually have quite enough work to handle 
their own mail, without taking care of the personal mail 
of their employes. Employes should have business letters 
come addressed to the house, for their attention. 

Personal letters, when they are received by the house, 
are turned over to the employes immediately, or placed 
in a convenient box or set of pigeon-holes, so as not to 
interfere with the employe’s routine or creative work. 
It is a good idea for employes to read their personal mail 
outside of working hours, no matter how interesting it 
may be. 

Personal mail only hampers the distribution of the com- 
pany’s mail. It shows a lack of consideration on the part 
of the employe for the firm, to have his personal mail sent 
to the house instead of to his home. Your address is where 
you live, not where you work. Then have your mail sent 
to your home, or boarding house, or hotel, except under 
exceptional circumstances. 

It may be that you encourage your customers to send 
the firm’s letters to you personally. Suppose you are absent 
on @ vacation, sick, or on your route. You can hardly 
give matters requiring promptness the attention they 
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deserve, and probably must have, to be profitable to you 
and your house. 


Centralizing Stenographic Work 


When a large number of stenographers are employed 
by one firm, the chief stenographer, who is usually a man or 
woman quite familiar with the needs of the different 
departments and the demands of the executives, super- 
vises their work. The duties of the chief stenographer 
also include buying and distributing stationery and other 
supplies, keeping typewriters and other office appliances 
1n repair, etc. 

One of the best methods of keeping up stenographic 
efficiency is to call on the chief stenographer for a note 
taker, and the person having the least work to do is then 
sent to the department or executive that needs her services. 
This insures that no stenographer will have too much, 
nor too little, work to do. 

Each stenographer should have a card on which she 
can indicate, or write her name and the name of the dic- 
tator; how much time she spends taking notes for each man; 
time spent at the typewriter; and the volume of work done, 
number of letters, envelopes, cards, bills, etc. 

Carbon copies should be made of all letters. The or- 
iginal letter, of course, goes to the dictator for signature; 
the carbon is attached to the letter to which it replies, 
and put in a basket for the attention of the filing clerk. 


Use of Folders and the Tickler 


As we are discussing the systems of filing in the lesson 
on Form-Letters and Mailing Lists, it is not necessary 
that we here give an outline of this important subject. 
You will realize, however, that filing letters is done so you 
can get them immediately when they are wanted for refer- 


ence purposes. 


Folders of a standard size should be used. After the 
letter is placed in the folder, it is put in the vertical filing 
cabinet between cardboard divisions. ‘These cardboard 
divisions have tabs like the small index cards;- and it is 
wise to put the name of the department by which the 
correspondence is being handled on the folder itself. 

Two carbon copies are always made of a letter that is (> 
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be followed up at a future date. One of these is filed with 
the incoming letter, and the other is placed in a tickler 
file, where it will automatically come up for attention on a 
specific date. 

Letters to salesmen are often sent out with a space for 
the reply on the same letter, and when such a letter is 
returned with the information written thereon, the whole 
correspondence can be filed on the original letter. 

Carbons often become separated from the correspondence 
to which attached. This is annoying, and sometimes 
may cause the loss of considerable time and money. 

It is well to mention here that the tickler carbon is usual-~ 
ly filed in the auxiliary file of the correspondent handling 
that matter, so it will automatically come up for his at- 
tention. He is held responsible for the success of his own 
work. 

Division of responsibility is the basis of a successful 
business. The work of a correspondent is important, and 
he is usually careful to see that all letters coming in are 
handled promptly and accurately. 


Correct Filing 


Efficiency in filing correspondence is one of the cardinal 
principles of business today. In some houses letters are 
filed by the names of the firms, or by the names of the 
signers. A large number of letters received make such a 
system impossible. It is not even adequate to the needs 
of :, small business office where dispatch is the watch- 
word. 

Business men expect their file clerks to be able to produce 
valuable or necessary correspondence in a few minutes. 
To keep pace with such a demand, better systems of filing 
have been worked out; and it is possible for a wide-awake 
file-clerk to be a minute-man in business. 

The salesman who contemplates going in business for 
himself will do well to familiarize himself with the filing 
cabinets and systems that have been perfected by well 
known houses making a specialty of inventing and selling 
the equipment for efficient office filing. 

Efficiency demands that everything be done accurately, 
on the jump, as it were. Getting the habit of putting cor- 
respondence where it can be found at once when wanted, 
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will do much to bring efficiency in other fields. A well- 
trained file-clerk, who has the advantage of an up to date 
filing system, should never misfile a letter. 

There can be no excuse for mistakes, if the system is 
right and the man handling it is interested in his work. 
You know the lucation of articles in your sample trunk, 
once you have packed it. Then demand that your files 
be kept in an efficient condition. 


Avoid Unnecessary Filing 


A ‘‘dead’’ letter is one that may be considered as referring 
to a closed subject. It should be-seen that the subject is a 
closed one, and not merely the end of a part of the entire 
transaction. For instance, a “ginger talk’’ letter from the 
sales manager to each of his salesmen need not be filed 
under the name of each salesman. 

When an inquiry comes in about a certain matter, or 
about certain goods, it is well to put such an inquiry on 
an appropriate card, and then permanently file the original 
letter. It can usually be handled from the note made on 
the card. Again, when a customer notifies you of a change 
in address, this can be noted in the card-index and the letter 
_ itself destroyed. 

‘ In every business there is a possibility of leaving out of 
- the files a great many letters that would only clog them up. 

Suppose, for instance, you advertised for a stenographer, 
you would not file the many replies received; you would 
select several of the best applications and then destroy the 
balance of the letters. 

Use your thinking capacity and do not let your files 
become a cemetery of vanishing ink and soiled paper, or a 
storehouse for waste material, It can be done if you will 
but analyze your incoming and outgoing mail as thoroughly 
as you do any other subject. 

All important matter is kept on file for a year in the 
modern business house, and then transferred to a permanent 


file. 


Importance of Personal Element 


The average man is not much of a letter writer. Usually 
the business man hates to write personal letters. Yet, 
_ this same man will spend hours that he may inject a personal 
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element into his sales letters or form-letters. The sales- 
man who can write a result-getting sales-letter is on the 
road to greater success. 

With fair average ability in other lines, many a man 
has built up a large mail-order business on his ability to 
write, and train others to write, letters that bring inter- 
ested-attention, understanding of the article for sale, 
conviction of its value, inspiration that will induce desire, 
and forcefulness to get action. 

The use of the telegraph and telephone has to some 
extent eliminated the necessity of writing long personal 
letters. The night letter, or a day letter for that matter, 
containing fifty words, can be sent for a little over the price 
of a telegram. 

Thus it will be seen that the man who would develop 
himself in letter writing must get such training 
from actual business life. He must make a definite study 
of it in the same way as he makes a study of any other 
subject. He will have to know human nature to succeed, 
and, further, he will be obliged to use great care in the 
execution of each letter, if he is to make good. 

The personal element in letter writing for business houses 
is what has built up the great mail-order houses, or, in part, 
the business of many successful wholesale and manufactur- 
ing firms. 


Avoiding Trite Phrases in Letters 


Because so many stenographers become correspondents, 
and because stenographers, as a rule, imitate the set 
phrases and vocabulary of those executives from whom they 
take dictation, there is very little originality in writing 
business letters. The tendency is to make correspondence a 
dry-as-dust line of words and meaningless phrases. 

Before any advance can be made in the art of letter writ- 
ing, the individual must get away from commonly used 
phrases, and must expand his vocabulary to a point 
where he always has the word or phrase that expresses 
his thought in an intelligent manner. — 

It will be understood, from what we have said, that 
each letter must be an intelligent sales-talk, and when 
trite words and phrases are eliminated, the correspondent 
is on his way to success. . 


RELATION OF CORRESPONDENCE 87 


Modern business men not only take a pride in business 
letter writing done by their correspondents, but take care 
to hire only the man, who will put originality 


and personality—in other words, himself—into his letter 


writing. 

_Neatness, proper typing, good stationery, well inked 
ribbons, good spelling and grammatical sentences—these 
things go to make the letter a work of art, and not merely 
a jumble of words which mean nothing, and therefore 
neither create a good impression, nor get a return order. 

_ Letters that win are the only kind worth mailing. Eff- 
ciency demands that good results,’at least, be achieved in 
business letter writing, just as much as in personal selling. 


Original Thinking 


Get away from stilted phrases if you want to write 
letters that convince. Tell the man to whom you are writ- 
ing what you want him to know, just as you would if you 


' were talking to him personally. 


He appreciates your personality and character when you 


talk to him personally. He will give you credit for what 


you are, if your letter contains those straight from the 


shoulder expressions that are a part of your personality. 


Not only is this an advantage when talking to a man on 
paper, but it may be necessary in order to get your letter 


_ read. : 


Imitating another’s style in writing will not prove a 
benefit to you. It is as serious a mistake as imitating 
another’s walk, or gestures, or speech. Write as you talk. 
Use small or common words mainly, as they help get under- 
standing. 

Originate. You can do it. Others have done it. Why 
not you? There is no reason why a normal salesman 
cannot put a sales talk on paper, if he will think that the 
customer is sitting in the place of the stenographer and then 
talk to the imaginary customer. 

If you have seen your customer, or can figure out what 
kind of a man he is, and you know some friend or business 
acquaintance who is of that type, imagine that the friend 
or acquaintance is on the other side of the desk, and talk 


to him. 


_ Vol. II—1 
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Keep this in mind: Successful letter writing is simply 
paper Salesmanship. No big words are needed except to 
express technical ideas. 

Your regular vocabulary may be good enough to talk 
to a man, but, of course, if your regular vocabulary is slangy, 
you will not incorporate such doubtful things in your let- 
ters—which you depend upon to bring business. 

Too much personality does not pay, but thereisa common- 
sense limit to the personal appeal that you make when 
writing a letter that will keep you from making indiscreet 
statements. 


Your manner of expressing yourself is a part of your 
personality. Get this element into your letters, and if 
you are the right sort of a man, it will appeal to the cus- 
tomer. You cannot imitate another’s style without 
feeling cramped yourself; you cannot use the words of 
another without creating a feeling of distrust on the part of 
the reader. 


Points in Selecting Stationery ; 


A business house is known by the kind of stationery 
it uses, just as much as a salesman is known by the kind of 
clothes he wears. Flashy clothes do not mark the quality 
salesman. Loud stationery does not mark the quality 
house. 

Do not assume that highly colored stationery is not prop- 
er under any conditions. It is valuable in many lines of 
business. Nevertheless, see that the stationery you use 
fits the character and dignity of your house. 

There is but one reason for sending out a letter, and 
that is to get a definite result. The stationery used should 
be such that if there is any chance of future business, it 
will come to your house. In case a favor is asked, the dignity 
of the letter, as well as the salestalk, will help to insure 
that it is granted. 

Select stationery, and have printing done with such care 
that it will give a favorable tmpression of the house even 
before the letter ts read. 

Some houses have their letterheads and envelopes of _ 
unusual size. This practice is not general, however, as such _ 
letters do not conform to the usual files, and are harder to 


RELATION OF CORRESPONDENCE 89 


handle by the firm receiving them, as well as by the one 
sending them. 

It is possible to vary the color of the paper, or the color 
of the type matter. Colors of ribbon and paper must 
harmonize, however, or the letter will not create the favor- 
able impression so necessary to insure complete success. 

When a letter takes more than one page, the second 
sheet should usually be of plain paper, although some firms 
print their names at the top of the second sheet. The 
shrewd office man orders his second sheets at the same time 
as he does the regular letterheads, so they will be of the 
same quality, weight, and color. 


Preparation of Letterheads 


Letterheads are prepared in three distinct ways: 

First, they may be printed. When the printing is well 
done, it may serve as well in some business houses as the 
better grade of work. 

The second way, which is the method used in most of 
the better grade houses, is to lithograph the letterhead. 
This is done by cutting the design and print into the 
lithographing stone, which is similar to a soapstone. 
The design is cut on the stone, or other suitable base. 
Then a proof is taken, as in ordinary printing. From this 
proof a zinc is made. The zinc is then put on the press, 
and the impression is taken on a rubber roll, which in 
turn impresses it on the letter paper. This is more ex- 
pensive than printing, but less expensive than engraving, 
and serves equally as well. 

The third method, which is called engraving, consists of 
engraving a piece of steel to the desired form, filling the 
steel die with ink, and putting a cardboard back of the letter 
paper, which forces the paper into the inked steel die, 
and thus leaves an embossed impression on the letterhead, 
card, etc. Inasmuch as the embossing process requires 
much personal attention and the services of skilled en- 
gravers, it is more expensive than either printing or litho- 
graphing. | 
What the Letterhead Should Contain 


Every business letterhead should contain the name of the 
person, company, or corporation; street, or building and 
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city address; department to which replies should be sent; 
and the telephone number. Some letterheads display the 
names of officers, cable address, foreign branches or agen- 
cies, and the nature of the business. 


Any or all of these things may be used in some cases but 
remember that the letterhead is not properly an advertise- 
ment and should not be made to do business as such. 


It should not be presumed that the letterhead does not 
advertise the business because we say it should not be used 
as an advertisement. As a matter of fact, it is going to 
advertise the business through its quality and make-up 
more than it could possibly do through mere copy. 

You will naturally see that nothing goes on your letter- 
head that will detract from the typewritten letter itself, 
What you want, and what every other business man wants, 
is to get the recipient to read the letter. This can only 
be done by making what is known as a silent appeal, that 
is, a dignified, courteous appeal. 

If you send an ungrammatical and carelessly prepared 
letter to a man who is intelligent and painstaking himself, 
he will not respect you enough to read it, let alone buy what 
you have to sell. You must respect your readers. If you 
will learn the quality of people with whom you are doing 
business, you should be able to appeal to them on their 
own ground. 

You must get the “good taste” appeal into your letter- 
head to secure favorable attention that will develop into 
interest. The first line of your letter should create inter- 
est, and take the reader through the steps of the sale. 


Keeping Well-Stocked 


You have the right to modern methods. If your printer 
does not use them, get another printer. You have the right 
to clear-cut type and quality ink that brings out the type 
distinctly. 

When your letterheads, envelopes, bill heads, memoran- 
dum sheets, stock reports, time-sheets, report blanks for 
salesmen, and the rest of your correspondence does not 
meet with your ideas of perfection, find out the reason 
why and remedy it. 


It is just as necessary that new stock be on hand when 
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needed as it is that stationery be up to the requirements 
in quality and printed arrangement. 

When printed matter is put into pads, or well boxed or 
wrapped, much waste is avoided, and the stock is not easily 
soiled. The larger the quantity of goods ordered, the cheap- 
er you can buy. But care must be taken not to order 
large quantities of printed matter when there is a possibility 
that changes will be made before it is used up. 

When paper stock is ordered direct from the paper house 
a saving of 10 to 25 percent is effected. The paper houses 
will cut your stock for a small charge if you order a considey 
able amount, and then all your printer needs to do * 
to print your stationery. 


Size and Quality of Envelopes 


It is to be expected, of course, that all envelopes will 
conform in type, and in the quality and color of paper, 
to the letter sheets that are to be enclosed. When a depart- 
ment name is on the letterhead, it should be on the envelope. 
The telephone number is never put on the envelope. 

It is quite sufficient to have the name of the persons, 
company or corporation, the department, the street or 
building address, and the city or town. This is put in the 
upper left hand corner, and insures that the letter will 
be returned in case it is not delivered. 

There are two main sizes of envelopes; the first and most 
commonly used is the 6% inch envelope; the second is the 
9% inch envelope. It is important that the letter be 
folded carefully and neatly. 

This may seem a small matter, but it is through such 
small things that false impressions are made or good ones 
formed. 

The letter may be folded twice, in which case the large 
envelope must be used. When three folds are used, the 
letter is folded in the middle and then folded two additional 
times in much the same way as the two-fold letter. 


Preparation of Business Letters 


The business man who does not employ a stenographer 
to type his letters, is in the same class as the Indian, wh 
uses the bow and arrow against modern fighting weapons. 

., When you employ a stenographer, get a good or 
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Although not generally admitted by business men, there is 
as much difference between a trained stenographer and an 
amateur, as there is between a high-grade salesman and an 
order-taker. One applies knowledge and efficiency to the 
work in hand, and the other “gets by.” 

The character of your stenographer is sure to be shown 
by the letters he or she writes. If the letters are slovenly 
in make-up, if they contain errors in spelling, punctuation, 
paragraphing, or typographical errors, they will not make 
the favorable impression you want. 

The make-up of a good typewritten letter depends on a 
rood typewriter, a touch typist, either black, blue or purple 
ubbons, clean-cut type that does not smear, no erasures, 
oven left margins, and almost even right margins, balance 
the letter on the page, as though it were a picture in a 
frame, uniform indentation of paragraphing, proper spac- 
ing, which includes a double space between paragraphs 
in both single and double spaced letters. 

The above subject might be written about at great 
length, but the point that we urge you to get is to appeal 
to your reader by being a proficient business man. 

Appeal to him through his sense of sight first. You 
know that the sense of sight is the strongest sense you have. 
It is also the strongest sense that any other man has. 
Appeal to this sense, and you will get favorable attention, 
which is the first requisite of a successful letter. 


What Each Letter Must Contain 


Every business letter should contain the day, month, 
and year it is written and the name and address of the person 
to whom the letter is sent. 

The salutation is usually, Dear Sir: Gentlemen: Dear 
Madam: or Mesdames:— Variations of these forms are 
used, because a more formal letter is required, or the cor- 
respondent wants to inject a more personal element into 
his letter. 

Then comes the body of the letter, which is the sales- 
talk itself. This is the important part of the written 
letter, and is the part on which the thought and ability 
of the writer must be spent. 

The complimentary ending should never be abbreviated. 
Regardless of whether or not the signature of the house 
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ig typed it must be followed by the signature of the cor- 
respondent or executive for whom written. 

When the signature is likely to be misread because it is 
unusual, it is proper to type it and then sign close to it, 
or even over the type itself if it appears that the type 
can be read correctly through the signature. 

In a previous paragraph we have urged you to write as 
you talk. We mean that you should write as you talk, 
in order to get a part of your personality into the letter 
itself. The body of the letter, as we have indicated, is a 
salestalk. Therefore, its points should be logically ar- 
ranged, to get results. 

You must prove your statements. You must make state- 
ments that are clear and forceful. Be courteous and oblig- 
ing. Take a real interest in serving the other fellow, and 

you will not find it difficult to do business with him. 

__. Get away from ordinary phrases and tell your reader, 
2 your own language, what he wants to know or should 
now. 


Dictating Routine Letters 


Where there is no definite end, such as the making of a 
sale to the person to whom you are writing, the sole pur- 
pose of the letter is to be understood by the reader. Make 
your meaning clear. Think of what ought to be said; 
then say it. 

When you are writing a letter about more than one sub- 
ject, put each subject in a special paragraph. Usually, 
it is good to write a letter about each subject, if treatment 
of any considerable length is required. It is not necessary 
to fill up a page, unless you can get better attention from 
the customer by doing so. It is best to use as many words 
as necessary to convey a courteous impression, but not so 
many as to tire the reader. 

When an inquiry is received it should beanswered at once. 

A house does not conduct its business efficiently if it 
does not answer your inquiries at once. You can hardly 
expect to do business with a customer who has proof that 
you are indifferent to his welfare. 

Should you write a letter to a firm ordering goods and 
enclosing money or other papers, state this fact in your 
letter. You cannot expect them to know whether the 
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money belongs to you, should it be cash, if it becomes 
separated from your letter. 

It is not good business, however, to send cash for any- 
le by letter. Send a postoffice or express money order 
or certified check, etc. In some cases, personal checks 
are accepted. 


Handling Complaints From Customers | 


Every large business house has a special correspondent 
who devotes his entire time to handling complaints. Such 
a correspondent must be tactful, and be anxious to see that 
both the customer and the company get a square deal. 

Of course, it is not always possible for the correspondent 
to adjust the complaint, and then the salesman who sold 
the goods, or some other representative of the house, 
is sent to the customer to see that justice is done. 

Sometimes a complaint letter is acknowledged as soon as 
it is received. Again, sometimes the matter is adjusted 
before the acknowledgment is made. Naturally, the cor- 
respondent must adjust himself to the customer. 

You cannot hope to make a customer a friend if you 
“hold him up in the air,”’e ven though you are making good. 
Let him know that you are doing something for him, and 
he will be satisfied. 

Inasmuch as modern business houses value the complain- 
ing customer as a word-of-mouth advertiser, he is in most 
cases not only treated justly but generously. 

The firm that does business on an efficient basis may not 
have many such complaints, but a few are sure to arise, 
and therefore arrangements are made to take care of them 
“® a part of the regular expense of the business. | 

The purpose of the adjuster is to keep the customer’s 
zood will, and he knows that this can best be done by 
adapting himself to the customer. 


Use of Collection Letters 


There is need for collection correspondents in every large 
business that gives credit. These men are often law trained. 
It is not always easy to call on a debtor to collect money. 
It requires less courage, and there is also not as much 
chance of offending the customer, when collecting by cor- 
respondence. if you are careful, 
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__ There is very little likelihood of offending a customer 
if he is asked diplomatically to pay his bill. The letter 
should be courteous, but firm. You should consider that, 
inasmuch as the debtor has had the advantage of your 
goods or service, he owes you the bill. This should be 
pointed out in a courteous manner, if necessary. 

A collection letter should be very impersonal; if the per- 
sonal element is injected into it, the customer may be of- 
fended. If you persecute a man, even if he owes you money, 
you will hardly be able to retain his friendship. 

Different methods, of course, must be used with the 
three different kinds of debtors, namely: the “‘slow-pay,” 
the man who is “broke,” and the “‘dead-beat.’”’ Reasons 
for not paying are many, and the collection correspondent 
must make a special study of how to collect accounts, if 
he is to make a success. 

Collection letters are often form-letters. The first one 
_ is sent out with the statement, calling attention to the ac- 
count when due. From then on the letters gradually 
become stronger, until at last legal action is mentioned. 
But mention of legal action must be couched in such a way 
as not to offend the customer. 

If you can use the art of salesmanship in collection, you 
will get better results than if you try strong, but undiplo- 
matic methods. The most successful collection letters are 
those that appeal to the customer’s sense of fair-play. 
Such letters induce most of the debtors to pay before legal 
proceedings are considered. 

The debtor must be convinced that business is business, 
and that you are asking him for money that is due and to 
which you are justly entitled. Remember, however, how 
easily you would become offended if you received a col- 
lection letter that was unnecessarily rough. Let the cus- 
tomer get a letter from you that does not antagonize him, 
but makes him want to pay. 


Importance of Sales Letters 


The hardest business letter to write is the sales-letter, 
which is sent out for the sole purpose of getting business. 
It may be either a personal letter or a form-letter, but in 
either case it must contain the steps in a sale. 

When a letter does not arouse interest from the first line 
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it will not be read. Life is too short for the average man 
to read a letter that does not interest him from the first 
sentence. Such a letter must convince the reader, and then 
finally push him over the precipice of indecision into the 
valley of action. 

As such a letter is based on the same principles of Sales- 
manship as is a selling talk, it is necessary for the corres- 
pondent to apply the principles of Salesmanship if he is to 
succeed. Naturally, ability to write strong, result-getting 
sales-letters comes from continued study of the subject 
and writing, the same as ability to deliver a strong sales- 
talk comes from continued study and practice. 

There are, on the market, books on letter writing which 
go into detail, and such books may be profitably studied by 
the salesman. He will find in them many suggestions on 
how to appeal to men, to women, to farmers, to mechanics, 
to day laborers, ete. : 

There is a difference in appeal to different classes, and the 
appeal which should be made depends largely on the kind 
of goods to be sold. It is possible to build up a successful 
business if the sales-correspondent is thoroughly efficient, 
and can give his sales-talks with a force that induces action, 
after he has proved his statements. 

The writing of good sales-letters is based on Salesman- 
ship, plus study of the goods, study of the customer, 
study of language, and proper expression of thought. 


Follow-Ups and Form-Letters 


When either a personal sales-letter or a form-sales-letter 
fails to get the order, a second personal or form-letter is 
sent out. This is called a follow-up. 

As a rule, do not mention that you have not received 
a reply to your previous letter. Remind the prospect of 
the value and use of your goods or service, and also add 
any new arguments that will make him buy. 

Each follow-up should be a separate sales-talk in itself, 
and yet a continuation of those that have gone before. 
Urge a man, but be careful not to give him the impression 
that you are impertinent. If your goods have merit, you 
can support them with facts. 

It will hardly be necessary to ask the customer to buy 


as a favor, or to intimate that you are extending one. Heis’ 
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going to buy on merit and persuasion. Use it, and do busi- 
_ ness. Do not waste good ink and paper with poor argu- 
ments and negative suggestions. 

It is not always true that a sales letter is less effective 
than a personal visit. True it is that when the article 
sold has a large value, a personal visit is a great advantage. 
But when the article is one which does not allow for profit 
enough to pay good solicitors, such as getting new customers 
for magazines, etc., it pays to use good sales-form-letters. 

If a correspondent will study his field, he will find 
many times when form-letters can be used to advantage. 


The Form-Paragraph Described 


A step down from the form-letter is the form-paragraph. 
This is either a special paragraph, carefully prepared, which 
can be used in many letters of a routine nature, or it is one 
that has been selected from letters that have made good, 
and are known to have value in selling goods, or collecting 
accounts. 

Such a paragraph is pasted in a book, the correspondent 
_ marks the form-paragraph number on the letter, and the 
stenographer, instead of taking this paragraph from his 
dictation, copies it in its proper place between dictated 
notes. This saves much time and insures a higher quality 
of dictation when the correspondent is under pressure and 
must turn out 2 considerable amount of correspondence 
in a limited time. 

It is not always possible for the man who writes many 
letters to get a strong punch in all of them. The above 
method makes it possible to strengthen each letter and, 
when the correspondent and stenographer become used to 
it, it greatly increases the efficiency of the correspondence 
department. 


Sending Out the Mail 


When letters have been completed by the stenographic 
department, they are presented to the correspondent or 
department head to be signed, and are then turned over to 
the mail-clerk. 

Where more than one letter goes out to a large firm, from 
different departments, the chief mail-clerk should be trained 
to select all mail that goes to one concern and put it in one 
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large envelope. It is much better to do this, saves postage, 
and it is easier for the recipient to separate his mail. 
There is really no reason why all routine letters addressed 
to the same firm or individual should not go under one cover. 

Common sense demands, however, that a _ personal 
letter from a department head or executive should not be 
put in with the routine mail. Send personal messages 
separate. 


In a great many firms stenographers are required to en- 


close all letters in envelopes, and stamp and seal the 


mail. Much greater efficiency has been attained by the 


post office department of our large cities by the request 
of the government that all mail possible be sent to the post- 
office early each day, so the evening rush will not swamp 
the clerks. 

Another advantage of getting everything off as quickly 
as possible is that in many cases the ‘letter you mail 
early in the day will get a day train out and will therefore 
reach the addressee quicker. 

When a firm has branches or agencies, and a number of 
letters are to go to each one every day, such mail should 
be sent to the mailing room for separation and then sent 


under one cover to each of the agencies. An office or mail _ 


boy is usually obliged to collect mail periodically during 
the day, and this mail is sent out without delay. 

Expedite the mail system as much as possible, for it 
is often true that if your letter reaches a customer several 
hours before that of another firm to whom he has written 
for information, he will send you the order before the 
other firm quotes him prices or terms. 
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SELF-QUIZ OR SELF-ANALYSIS PERS ONAL 
EFFICIENCY TESTS 


1,—DO I HAVE MY PERSONAL MAIL SENT TO MY HOME INSTEAD 


OF TO THE OFFICE, THUS EXPEDITING THE HANDLING OF 
THE COMPANY MAIL? 


2—DO I KNOW THAT I SHOULD HAVE MY CUSTOMERS ADDRESS 
THE COMPANY, INSTEAD OF MYSELF, SO WHEN I AM AWAY MY 
CUSTOMERS WILL RECEIVE PROMPT, EFFICIENT ATTENTION? 


3——DO I KNOW HOW TO ORGANIZE STENOGRAPHIC WORK, TO 
AVOID WASTE OF TIME, ENERGY AND STATIONERY? 


4—DO I KEEP UP MY FILES, CUT OUT ALL DEAD LETTERS, IM- 
PROVE MY FILING SYSTEM, AND AM I ABLE TO LOCATE ANY 
DESIRED LETTER AT ONCE? 


5.—DO I USE A STYLE OF CORRESPONDENCE THAT FITS THE DIG- 
NITY OF MY COMPANY, AND PRINT IT IN SUCH MANNER THAT 
THE READER OF MY LETTER IS IMPRESSED? 


6.—DO I KEEP WELL STOCKED WITH STATIONERY, AND USE IT 
WITHOUT WASTE? 


7—DO I SEE THAT MY BUSINESS LETTERS ARE ALL CORRECTLY 
TYPED, THAT TYPEWRITER RIBBONS ARE WELL INKED, PAPER 
CLEAN AND OF GOOD QUALITY, ENVELOPES TO MATCH, ETC? 


8.—DO I STUDY THE COLLECTION LETTERS OF OTHER FIRMS IN 
ORDER THAT I MAY SUCCESSFULLY COLLECT MY OWN AC- 
COUNTS? 


9.—DO I KNOW HOW TO APPEAL TO THE BUYING MOTIVES WHEN 
WRITING SALES-LETTERS TO MY TRADE? DO I MAKE USE OF 
FORM-LETTERS AND FOLLOW-UPS? 


10.—DO I UNDERSTAND HOW TO DEVELOP FORM-PARAGRAPHS SO 
AS TO SAVE TIME, AND USE THEM IN WRITING PERSONAL 
SALES-LETTERS OR IN HANDLING ROUTINE CORRESPONDENCE? 


EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 


1—WRITE ABOUT ONE HUNDRED WORDS ON HOW MAIL IS HAN- 
DLED BY AN UP.TO DATE CONCERN. 


2.—WHAT SHOULD A GOOD BUSINESS LETTER CONSIST OF? 
_ 3—WHAT IS A FORM-LETTER? A FOLLOW-UP LETTER? 


STUDY UNIT NUMBER TWO 
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LESSON NUMBER SIX 
DIRECT-BY-MAIL SALESMANSHIP 


DIRECT-BY-MAIL SELLING OUTLINED 


Course, can be applied to mail-order selling. 

Fundamentally, it is not different from personal 
selling. The mail-order correspondent is simply a sales- 
een who writes to a customer, instead of calling person- 
ally. 

When a salesman calls on a customer, he uses all his 
art and persuasive powers to close the sale. He learns 
all he can about his customer before he calls; makes: his 
approach to get interested attention; explains and dem- 
onstrates nis goods; overcomes objections, and inspires 
the customer with the value of the goods; creates desire 


A LL the principles of Salesmanship, taught in this 


‘and then politely and tactfully induces the customer to 


buy. 

By helping the customer to make his final and favorable 
decision he gets the order. 

The purpose of direct-by-mail selling is to carry the 
customer through these steps so he will buy of his own 
accord, without the direct appeal of the personal salesman. 

It has been found possible to appeal to a buyer through 
the eye, with illustrations and color and properly written 
reasons why goods should be used. The success of hun- 
dreds of firms doing business by mail, some of which are 
giants of the commercial world, prove this. 

The direct-by-mail house applies the principles of suc- 
cessful Salesmanship to the advertisement, the catalog, 
the booklet, the circular, and the letter. The advertise- 
ment gets the inquiry, the catalog gets understanding and 
conviction and desire, and the letter itself gets action. 

Several letters must sometimes be sent to make a sale, 
just as a personal salesman must sometimes make several 
calls on a prospect, before a sale is made. It is also true 
that the form-letter fails to close every customer to whom 
it is sent. 5 

Vol. I—8 
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Direct-By-Mail Selling Methods 


A number of form-letters can be sent out at one time 
to different prospects and a limited number of orders 
will result; but when the campaign has been planned 
right and the plan put into operation by men of experience, 
enough orders come back to make the business profitable. 

It is not only the necessities and luxuries of life that are 
sold by direct-by-mail methods. The products of mind 
and pen, the inventions of the world, which might not 
otherwise be brought to the attention of the people of the 
remote districts of the country, are sold through the use 
of the written word. 

Mail-order selling has had a tremendous growth, in 
recent years. Unusual success in this field has been 
attained by mail-order houses that sell direct to the con- 
sumer. . 

Mail-order houses advertise in newspapers or magazines, 
in country papers and journals, besides using catalogs and 
circulars, and personal and form-letters. In a later 
lesson we will tell you more of the art of Advertising. 

Catalogs and circulars may be considered as only another 
form of advertising. The catalog may in fact be considered 
a series of illustrated ads in book form. Almost as much 
skill is required to write a good catalog as to write a similar 
number of ads. 

The catalog often contains so many articles for sale that 
a number of department heads or advertising men work 
together to bring it to perfection. 


The Wholesalers’ Viewpoint 


Most wholesalers find that the personal salesman is 
necessary in order to get and hold customers. 

These wholesalers state that if they can get and hold 
customers through good “reasons why” copy, they can 
lose this same trade to another enterprising firm employing 
a better advertising manager, even though the goods sold 
and the service rendered by the other house is not as good. 

This is one of many reasons why a large majority of 


the manufacturers and wholesalers prefer to sell by means _ 


of personal traveling salesmen. 
Here is a point which the man who contemplates selling 
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by mail should consider. He may send out many cata- 
logs which will undoubtedly be cast aside, and which will 
bring no business. There is no advantage in sending out 
a large amount of literature that is thrown into the waste- 
basket. 

As few manufacturers, wholesalers or jobbers have ad- 
vertising men who can efficiently reorganize the entire 
business, it is very seldom that a wholesaler or manufac- 
turer changes over into the mail-order field. 

The man who considers selling his product by mail 
should consider that his booklets, catalogs, circulars and 
sales-letters must compete against highly trained personal 
salesmen. He must therefore be patient, diplomatic 
and persistent if he is to get business. 

Many firms would fail if they depended upon selling by 
mail only, instead of personal selling. Competition in 
certain lines is unusually keen, and cannot be overcome 
except by the traveling salesman. 


Difference in Methods 


The mail-order house is a distinct method of distribu- 
tion and its advertising usually differs in some important 
respects from the advertising done by the manufacturer, 
wholesaler, jobbing house, and retailer. 

Customers from towns, villages, and outlying country 
districts select their goods from a catalog. It will be seen 
therefore that the first thing necessary is to create a demand 
for goods, and this may be done through general advertis- 
ing, followed up by circulars, form-letters and catalogs 
which quote prices, describe the goods in detail, and 
show the complete line of goods that are carried in stock. 

While it is a fact that Parcel Post and cheaper express 
rates have helped the large mail-order houses, the com- 
petition of the department stores must not be overlooked. 

Some of the department stores of the large cities now 
have mail-order departments. They are filling two 
functions, the personal retail establishment for city cus- 
tomers, and the mail-order retail establishment for out 
of town consumers. 

Department stores hold up their prices through the aid 
of salesmen and must make their mail-order price consist- 
ent with the counter prices. 
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The strictly mail-order house, on the contrary, will 
under some conditions not sell to a customer unless that 
customer sends in an order by mail. 


Variety of Direct-By-Mail Firms 


The business ot selling by mail was in its infancy a’ 
score of years ago, while today it is gradually spreading 
into various fields of activity. 

Even bankers offer to do business by mail. In fact, 
there are some most successful banking houses in the United 
States who do business by mail and advertise in the national 
magazines for customers. 

When banks can convince depositors of the value of 
depositing money with them when the depositor lives in 
another part of the country, the value of the letter, the 
circular, the catalog, and the advertisement to the business 
world is apparent. 

Specialty houses, correspondence schools in music, art, 
salesmanship, law, bookkeeping, shorthand and type- 
writing, secretarial courses, and many large schools and 
universities are now selling their products by mail. 

The success of most mail-order business rests on the 
fact that the farmers and small town customers, who 
comprise approximately three-fourths of the population 
of the United States, cannot buy all the products that 
they offer, in the local stores. 

The largest mail order houses in the country sell exclu- 
sively by mail. No purchases are made at the place of 
business. 

When the purchaser of an article sends in his order to 
the mail-order establishment, his goods are sent by regular 
mail, parcels post, express, or by freight, at the option of 
the one who pays the cost of delivery. 


Successful Keying of Results 


The primary purpose of a mail-order advertisement is 
to get the reader to send for the article itself or for » 
catalog, or to inquire about it. In either case the inquiry 
comes to the mail-order house, keyed. . 

Without a method of knowing what magazines or news 
papers pay, the mail-order house could not profitably do 
business. There are so many solicitors of advertising 
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that it is possible to advertise where no results will be 
secured in return. 

As a check to the results secured from his advertising 
the advertiser requests that the name of the paper or 
magazine be mentioned when the inquiry is sent in, or 
the reply be addressed to a certain department number, 
or the reader is asked to clip and send in a coupon. 

The coupon method of keying an advertisement is widely 
used. This is, as you doubtless know, a corner cut off 
from the rest of the advertisement which gives two or 
three lines, on which you can put your name and address. 

This coupon may be slipped into an envelop with the 
name and address written on it, and the inquiry thus 
started will get you the catalog, literature, merchandise, 
or information from the house, depending on their method 
of doing business. 

Men are naturally slow in answering advertisements 
and anything such as the coupon, which makes it easy 
for them to reply, will help bring more business. 

Every inquiry does not result in a sale, but some of the 
inquiries result in business. In every case the name is 
put on the mailing list as a prospect for future business. 

The high cost of advertising makes the mail-order 
method unprofitable for a majority of those who enter 
the field, and as a result, not as effective as is personal 
selling through salesmen. 


The Use of Catalogs 


Mail order houses to be successful and make a profit, 
must not only sell to an immense number of buyers, but 
must also buy in huge quantities so as to take advantage 
of the quantity prices. This means the investment of a 
large amount of money in advertising and also in stock 
to fill its orders. 

With large mail-order houses, it has been found that 
one of the most effective methods of advertising is to send 
out carload after carload of catalogs for general distribu- 
tion to the list of millions of names which the house has 
on file. Practically every farmer in the land receives 
a catalog from either one or the other of the two largest 
mail-order firms. : 

A catalog should be a large number of written sales- 


108 METHODS OF DISTRIBUTION 


talks. Sometimes it is necessary that the description in 
the catalog be more complete than it is in an advertise- 
ment. There must be a psychological basis in all the 
appeals made, or the catalog will not bring business. 

Each catalog sales-talk must be attractive to the cus- 
tomer and appeal to his imagination in such a way that 
he can mentally see, hear, taste, smell, or touch the article 
described. It must describe the article clearly. Show 
what it is for and indirectly suggest that the customer 
send in his order now. 

It will be seen from this description that it takes a 
writer who knows his business to prepare a catalog that 
will pull business. As farmers and women are the chief 
readers of the catalog, the writer must appeal to the farmer 
when trying to sell overalls, tools, harness, etc., and to 
women when trying to sell face creams, clothes, household 
goods or kitchen devices. - 


The Purpose of the Catalog 


| 


Inasmuch as a catalog is a large number of written sales \ 


talks under one cover, it must have personality and appeal 
to human nature. The sales-talks themselves must each be 
written with the thought and care that a salesman uses 
in giving his sales-talk. 

The difference between the wholesale or staple sales- 
man and the specialty salesman is that the staple salesman, 
in many cases, sells because of his knowledge of the cus- 
tomer. 3 

The specialty salesman sells without a great knowledge 
of the customer, but with a thorough knowledge of his 
goods and the service which they will render. 

The endeavor of the writer of a catalog therefore is 
to reach the mind of the customer without causing antago- 
nism, and without bringing up any doubts of the value or 
service of the goods. 

Desire must be created, and turned into prompt, decisive 
action, A thorough knowledge of the goods and a keen 
insight into human nature are both required. 


Originality in Catalogs, Etc. 


The catalog is strong or weak according to the way in 
which it presents facts. It is possible to get attention 
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with a circular or catalog by getting it up in a different 
manner from the average circular or catalog. Usually 
these booklets or catalogs are prepared by men who have 
had years of experience in studying the customers and in 
learning what appeals to them. 

The sales-talks in the catalog, as well as the catalog 
itself, should get the interested attention of the reader. 
It should be a true representative of the mail-order house 
sending it out. 

In the lesson on ‘Making the Sale” we tell you how 
to get interested attention to reach the understanding, to 
induce desire, to bring about conviction, and to close 
the sale. Learn these things well, as upon them depends 
all your written and spoken sales-talks. 

When a booklet or catalog is written by a person who 
does not understand the psychology of selling, and who 
fails to bring about the mental states referred to, it fails 
to serve its purpose. 

In the case of the larger mail-order houses, interested 
attention is already secured and the public is pretty well 
sold on the value of doing business with them. A house 
that is not well known must ‘‘sell itself’’ to the prospective 
customer, as well as the article which it offers for sale. 

Confidence in the house must first be established. It 
is just as necessary that a booklet or catalog represent the 
mail-order house in a favorable manner, as it is that a 
personal salesman make a good impression on the customer. 

The impression your booklet or catalog, or advertise- 
ment or letter makes on a customer will determine in a 
large degree whether that customer will give your goods 
consideration. 

A good type should be used, with proper illustrations, 
and each line of goods should be classified and indexed so 
the customer can quickly find any article in the catalog. 
Catalogs are used by wholesale mail-order houses as a 
rule, and booklets are used by specialty mail-order houses. 


Selling by Catalog 

When the mail-order house sends a letter to the pros- 
pective customer it encloses a return card, on which the 
inquirer can indicate whether he wants the large catalog 
or a special catalog containing a certain class of goods. 
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When neither is specified the general catalog is usually 
sent. It requires but a single order as a rule to more than 
pay for the cost of the catalog. ; ‘ 

The catalog of the largest mail-order house in Chicago, 
which is also the largest mail-order house in the world, 
contains over 1,200 pages. This house has over 6,000,000 
customers on its books today. Another mail-order house, 
second largest in the nation, has 4,000,000 customers. 

The success of mail-order houses is due in large part 
to their buying methods. The goods sold by the mail- 
order houses are bought in large quantities and the buyers 
of such houses demand that the manufacturers sell at a 
low price. 

Quantity buying makes it possible for the mail-order 
house to get low prices from manufacturers and producers 
for certain classes of goods. 

It is absolutely necessary that the price of the goods 
be right. Money must be refunded if the goods do not 
meet the requirements of the customer and the shipping 
charges are often borne by the house. 

It is usually possible, when the customer receives fair 
and prompt treatment, to get him or her to accept other 
goods for the unsatisfactory goods. The customer should 
never be forced to do this, however, as it is almost sure 
to make an enemy. 

Goods must not be delayed, but sent at once. If it 
is not possible to send the ordered goods immediately, 
the customer should be notified and frankly told the rea- 
son for delay and just when they will be shipped. 

If the customer demands his money back, it should be 
given. If the stock is not allowed to run too low there 
should be very little delay in making shipments. 


The Cash Business—The Credit Business 


There are two main ways of doing business, by the mail- 
order house; one is cash, the other is on a credit basis. 
Most of the mail-order houses will not ship an order until 
the goods are paid for. Such a house can argue that the 
consumer is protected by being able to get his money back 
should he so desire. 

This is a good method, and safe where the house is well 
known for its integrity. It will also be seen, that there is 
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less expense for bookkeepers, clerks, stenographers, attor- 
ney’s fees, etc., when cash is paid than when credit is 
allowed. 

_ it has been demonstrated by other houses that the public 
in general is honest. Such houses send goods on approval, 
with return charges paid. When the goods do not appeal 
to the customer, he sends them back at the company’s 
expense. 

There is an element of risk in doing business in this way, 
but this element is not great as will be shown by a publisher 
who says his entire loss from bad accounts and damaged 
goods, has been less than 5 per cent of the entire amount of 
his sales. Of course, when cash is paid with order this 
per cent is also saved. 

On the other hand, not as many inquiries are received, 
when cash is required to be paid in advance, and there- 
fore less business is done than could be done through the 
credit method. The additional amount of business done 
offsets the amount lost through dishonest inquiries. 

The psychological effect of offering goods on approval 
is that the customer reasons that your goods are all right, 
or you would not be willing to trust him. An honest man 
will trust another whom he thinks is honest, and this is 
the basis for such a system. 

The customer is able to judge the value of your goods 
personally and it is presumed he wants them if they are 
satisfactory, or he would not have sent for them. The 
average man is honest, and can be trusted to play square. 


Following Up Inquiries 


In a later lesson we will tell you how to write a sales- 
form-letter. We will give you a general outline of how 


_ inquiries are followed up. The mail-order house must 
use this method to succeed, varying it to fit special condi- 


tions. 

A follow-up system, which consists of several circular 
letters, or of a catalog, booklet; personal letter, reminder 
letter, post card, circular letter, and telegram, may all 
be sent out, depending on the value of the article to be 


sold and the resulting profit through sales. 
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SELF-Q UIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS 


1—DO I KNOW HOW TO WRITE TO A CUSTOMER WITH THE SAME 
NATURALNESS I WOULD USE IN PERSONAL SELLING? 


2—DO I KNOW THE USE OF TYPE MATTER, COLORS, AND EFFEC- 
TIVE ILLUSTRATIONS WHEN. WRITING SALES LETTERS? 


3—DO I UNDERSTAND HOW TO MAKE THE “YOU” APPEAL INSTEAD 
OF, THE <r"? 


4.-.DO I KNOW HOW TO FIT MY APPEAL TO THE INDIVIDUALITY 
QF THE CUSTOMER TO WHOM I AM WRITING? 


5.—D0 I REALIZE THE VALUE OF KEYING ADVERTISEMENTS FOR 
THE PURPOSE OF ASCERTAINING FROM WHICH PUBLICATION 
REPLIES ARE RECEIVED? 


6—DO I PREFER INSIDE SALES CORRESPONDENCE WORK TO OUT: 
SIDE SELLING? 


7.—DO I UNDERSTAND THE IMPORTANCE OF FOLLOWING UP ALL 
LEADS AND INQUIRIES WITHOUT DELAY? 


8.—DO I KEEP ON THE LOOKOUT FOR ORIGINAL SUGGESTIONS 
THAT WILL HELP ME IN SALES-LETTER WRITING? 


9.—DO I STUDY OTHER GOOD SALES-LETTERS TO GET SUCCESSFUL 
IDEAS? 


10.—DO I KNOW HOW TO ESTABLISH A PERSONAL RELATION WITH 
THE CUSTOMER SO HE WILL COME BACK TO ME WHEN IN 
NEED OF MY LINE OF GOODS? 


EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 


1—STATE WHAT YOU BELIEVE TO BE THE ESSENTIALS IN DIRECT- 
BY-MAIL SALESMANSHIP. 


2—OUTLINE THE ADVANTAGES OF PERSONAL SELLING OVER 
THAT OF MAIL-ORDER SELLING. 


3.—GIVE THE VARIOUS METHODS WHICH MAY BE USED TO GET 
THE INQUIRY OR ORDER IN DIRECT-BY-MAIL SELLING. 


STUDY UNIT NUMBER TWO 
LESSON NUMBER SEVEN 


FORM-LETTERS AND MAILING LISTS 


ow 
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LESSON NUMBER SEVEN 
FORM-LETTERS AND MAILING LISTS 


FORM-LETTERS AS A BUSINESS FACTOR 


HE form-letter is written salesmanship. Like a 
personal salesman it depends on appearance, 
personality and selling talk to get results. It 

must get attention at once, for unlike the personal salesman, 
when it is turned down, it has no come-back. ; 

It must bring understanding of the purpose for which it is 
sent. Unless it proves its statements and thereby convinces 
the prospect, it will not produce business. 

After the prospect has been convinced, he must be 
brought to a decison through reason or suggestion, usually 
both, or the letter will be an expense and not a profit- 
maker. Last but most important of all, a form-letter 
must induce action. 

A form-letter induces action in much the same way as a 
personal salesman induces the prospect to sign his 


_ name on the dotted line or to give him an order. 


The personality of the salesman, his will power, his 
magnetism, his impelling qualities—these things have much 
to do in closing personal sales. They are, however, entirely 
lacking in the form-letter, and other elements must take 
their place if it is to sell the goods or service it is sent to sell. 

It is possible to put personality into a form-letter, and 
it is possible to persuade and convince and induce action, 
and writers who can do this command their own price 
in the business world. The form-letter is one of the most 
potent forces in the commercial field today. 


What A Good Form-Letter Must Contain 


The form-letter, if it is going to pay, must contain 
the same appeals that a personal salesman would 
use to get the order. It should be zntensified written 


_ Salesmanship. 


_ Itis true that advertising is written Salesmanship. But, 
as the form-letter, as a written salesman, is simply a direct- 


_ by-mail scheme of advertising, it is proper to apply to it 
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many of the rules governing successful Advertising, as well 
asthe principles of scientific salesmanship. 

Owing to the low cost of making a call by letter as com- 
pared with the cost of sending a salesman, the form-letter 
does not have to make a sale each time it calls. It may, 
in fact, make a sale only once in each hundred calls in some 
cases, and still pay. How often a form-letter must make 
a sale depends entirely on the profit on the article sold, 
and the cost of the form-letter campaign. 

A good form-letter will be at least as well written as a 
good advertisement, to get interested attention; for mil- 
lions of form-letters are thrown away unread each month, 
because they fail to appeal to the persons to whom they are 
sent. 

Put the right appeal in the letters you write and take 
care in their preparation, so they will not meet a similar 
fate at the hands of an uninterested public. 


Writing a Good Form-Letter 


We cannot tell you exactly how to write a form-letter any 
more than we can tell you how to write a classic story. 
Your ability, purpose and experience will determine what 
kind of a letter you will write. 

However, some elements that must enter into the make- 
up of every successful form-letter, and the suggestions which 
we have brought together in this lesson, will guide you 
safely past the danger points. 

You can put earnestness and sincerity into your writing 
as well as into your speaking. Write as you speak, using 
the same common, effective words. 

Too many writers think they must write in a different 
language from the language in which they talk. This is a 
serious mistake, and it accounts for much of the weakness — 
shown in the average letter or composition. 

Put yourself into your writing exactly as you put your- 
self into yourspeaking. You win sales through your person- 
ality. If you can put this element into your writing it 
will be easier to win sales through your form-letters. 

It should not be difficult for a salesman to write as he 
speaks. Just imagine that you are talking face to face. — 
There would be a better grade of form-letters in the mail 
today if the writers would realize that all they are trying to 
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do . to sell something through written instead of spoken 
words. 

Unless you write a man as personally as you would talk 
to him, he will not be interested in your letter or your propo- 
sition. If you do not get his interest in the first line of 
your letter, into the waste basket it goes; and rightly, for 
why should a man waste time on your proposition unless 
he can see something to be gained from it? He has a lot 
of other things to do and he cannot afford to spend his time 
reading letters that will not be a profit to him. 


Form-Letters That Win 


Even though your customer may recognize that you are 
sending him a form-letter, you should have the filled-in 
name and address and salutation match the body of the 
letter as nearly as possible. It is uncomplimentary to 
send him a mismatched letter, just as it is to send him a 
letter signed in typewriting or with a rubber stamp. 

It shows at once that your firm is not giving him elose per- 
sonal attention or does not care about his opinion. It is 
good form to write in the name of your firm in typewriting, 
provided it is signed by an individual of that firm. 

__ There may be a few men who do not know the difference 
- between a personal letter and an un-matched form-letter, 
but the average man has received so many carefully pre- 
pared letters that he resents your sending him a poor one. 

A form-letter can look like a personally dictated letter 
if enough care is taken to construct it along the same lines 
as the average stenographer would in actual writing. 

A stenographer usually has an uneven right margin on 
each letter. If you have an uneven right margin on your 
form-letter, it will help give the effect of a personally 
dictated letter. 

The average man does not like an over-dressed sales- 
man, neither does he like an overdressed letter. Let your 
letter approach a good stenographer’s work in appearance. 
and it will have more chances of making a personal appeal. 


_Form-Letters that Impress the Reader 


A form-letter that is carelessly thrown together will 
seldom if ever be read. The subject matter should appeal 
_ to the intelligence of the reader and give him something in- 
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teresting to think about. Do not assume by what you say 
that he does not know it is a form-letter. It will make 
him doubly suspicious. 

At the same time write as if you had him personally 
in mind when the letter was written. Write in such a way 
that he will read his own problems and needs into it. Write 
to him, not at him. 

Cheap wit is out of place in letter writing as much as it 
is in personal Salesmanship. Make your prospect respect 
your businesslike manner of writing him. You are courteous 
and tactful in personal selling. Be sure to be equally 


so in letter writing. Do not be aggressive. Suggest. 


Use your imagination. Reason. Convince. Sell. 

Get the prospect to do business with you because he 
feels that you are truthful. Statements made in personal 
selling that are subject-to doubt may get by a customer, 
but when he has those same statements before him in 
printed form, he is going to think hard about them before 
he sends in his order or inquiry. 


How Should A Form-Letter Begin? 


When a salesman is turned down he can come back 


from another angle, but when a form-letter is thrown into 


the waste basket, it is final. Unless you can at once awaken 
the interest of the man who receives your letter, you will 
fail to get him to read it. 


All the way through this Course we have shown you the 
importance of getting on the prospect’s side of the fence. 
You must determine what your prospects think about 
the proposition you are selling, and how it will prove of 
interest, value, or profit to them. Then combine what 
you have learned into a paragraph which they will read 
after opening your form-letter. 


One of the best ways of getting the prospect’s attention — | 


is by telling him something that is of personal interest 
to him. Self-interest and self-respect are the basis of all 


human activity, and you must take this into consideration 
in letter writing as well as in personal selling. 


Never begin a letter with “I’’ or “We.” Begin it with 


“You.” This does not mean that the word above mentioned 


is to be the first one in the form-letter; it means that the — 


{ 
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appeal is to be based on your prospect’s interests rather 
than yours. 

_ Appeal to your prospect’s self-interest or self-respect 
in the first sentence or paragraph. This is the important 
element that many otherwise capable writers ignore. 


Value of Gaining Interested Attention 


In a form-letter you have only one size of type and one 
color of print with which to get and hold your prospect’s 
attention. Hence it is necessary that you say something 
that shows him his need for your goods. Tell him how he 
is losing money, either directly or indirectly, because he 
does not possess your product, or show its utility to him. 

As long as you talk intelligently about your prospect’s 
interests, he will be absorbed in your letter. Of course, 
the “I” or the “‘we’”’ will enter into the letter of necessity, 
when you come to tell how your goods or service fits his 
needs, but the “‘you”’ element in a letter must be strong 
enough to completely overshadow the “I” and ‘we’ 
element. 

The form-letter writer is trying to sell goods or service, 
and such can be sold chiefly by appealing to the pride, 
sense of caution, desire of gain, desire of pleasure; through 
the affections, or through the tastes of your customer. 


Sales-Letter Writing Compared to Personal Selling 


Personal Salesmanship is an art. Even when you can 
show a man what your product is, how it is made, how it 
is used, and can back up such information with positive 
proof, it is often hard to close a sale. When selling by letter 
you must often induce the prospect to send his money in 
for your goods “sight unseen.”” You dare not tell a man too 
little about your goods, or he may not have sufficient 
evidence to make a decision. You dare not tell him so 
much that he will tire of your description and throw 
your letter and circulars away. 

You must have good descriptive power to spur the im- 
agination of your prospect so he can see, feel, touch, and 
use your article. You must be able to paint a picture of 
_ your article in the buyer’s mind, or he will not understand 

-and appreciate its advantage to him. He must be convinced 
of its advantage, or he will not desire to buy. 
Vol. II—9 
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How To Close Your Letter 


You may be able to get attention, interest, understanding 
and convince the customer of the value of your goods, but 
you have not succeeded until you get the customer to decide 
andorder—NOW. A buyer might decide to buy your prod- 
uct, but put it off until some later day. It is important 
that you get immediate action. The prospect must be 
induced to send in his order. 

The climax of the sales-letter is similar to the climax 
of the sales-talk. At this point you must get action, 
immediate action. You must here appeal to your prospect 
with all the earnestness and sincerity of a lawver before a 
jury. You must make him realize that he will lose if he 
does not take advantage of the offer you have made, and 
that he must seize it AT ONCE. 

The climax might be a special discount or premium. 
This is not used as much today as it formerly was. The 


prospect usually knows that he pays for everything he | 


gets. 
It is possible to work out a climax in other ways, how- 


ever, and an original climax that you yourself work out 


will often bring even better results than. a time-worn one. 
Sales are made through originality in sales-letter construc- 
tion just as much as they are made through originality 
in personal work. 


The First Form-Letter Followed Up 


In the preceding paragraphs of this lesson we have 
given suggestions for writing a form-letter. The first letter 
will not always bring an order. It usually requires three 
or four follow-up letters to get paying results. 

How many additional letters should be sent depends 


entirely upon the value of the goods to be sold and upon | 


the kind of prospects to whom you are appealing. 

Each time you send a follow-up it may be more personal 
in its appeal, and should be more persuasive in tone. 
The prospect receiving such a letter feels better acquainted 
with your firm the more letters he receives. 


You will talk to your prospects in much the same way 


you would talk to them if you were selling them personally. 
but you put your sales talk on paper. That is the main 
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difference between personal selling and form-letter work. 

The following outline as to what enters into a form- 
letter campaign will help you in actually planning out and 
in carrying such a campaign to success. 

The first letter, even when it is not sent in response to a 
direct inquiry, should give considerable information to 
the prospect; enough facts should be given in the first letter 
to enable the prospect to send in his order and cash then 
and there. 


It is often impossible to state all the prospect needs to 
know in the letter itself, without risk of making it unin- 
teresting. It is usual to enclose any descriptive matter, 
such as circulars, booklets, or to send a catalog under sep- 
arate cover. 


When descriptive matter is enclosed or when a catalog 
is sent separately it is usual to call attention to this fact 
in the form-letter itself. This insures its not being over- 
looked. 


Time Between Follow-Up Form-Letters 


The prospect is usually given a week or ten days to think 
over what you have said in your first letter. If by that 
time he has not sent in his order, a follow-up letter is sent, 
in which some of the main facts in the first letter are again 
touched upon, and in most cases, additional information 
is given. In this follow-up, again, immediate action is 
urged. 

On the second follow-up, which is the third letter the 


- prospect receives from you, a more personal, persuasive 


attitude is taken. Usually the writer of this letter gets 
as friendly as conditions will permit and gives the prospect 
@ common-sense talk about the advantages of getting the 
goods NOW, and the disadvantages of putting the order 
off even one more day. 

Additional letters are along the same line, usually making 
different appeals so that in the whole series of follow-ups 
the appeals will be broad enough to induce all types and 
dispositions of prospects to buy. 

Three to four follow-ups is the average number that has 


Se been found profitable in the average business. But if 
_ the value of the article to be sold or the interest of the 
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trade in the article warrants additional letters, they may 
be used. 

Finally, a follow-up telegram may bring the order when 
all letters have failed. When telegrams are sent, they 
are sent only to prospects who are considered especially 
good. Naturally, telegrams cannot be sent, except in 
connection with the selling of high priced articles or service. 


The Relation of the Follow-Up System to Success 


Even if the first form-letter is attractive and persuasive 
to the last degree of perfection a strong follow-up system 
is necessary. 

The article you are selling may fill the needs of the 
customer, but his attention may be distracted or he may 
mislay your letter. At the moment he receives it, he may 
be prejudiced against using your particular line. But 
after he considers it further, his prejudice may be over- 
come through the suggestions or arguments in the letter. 

Your prospect may not have the money to get the 
article at once, but must wait until he does. When thistime 
comes, his interest in and desire for your goods will, in al- 
most every case, be much less than it was immediately 
after reading the letter. Another letter will revive this de- 
sire and create enthusiasm and a desire to purchase. 

Follow-ups must rest upon a businesslike system of 
routine or they will not be completely successful. The 
wide-awake sales-correspondent will want his letters 
to get results. 

His success depends upon selling a definite number of the 
prospects he writes. His salary and promotion rest upon 
whether he can get the business. In fact, if he cannot 
make his letters pay, he is soon out of a job. 


Value of Circulars, Booklets, Catalogs, Etc. 


Without circulars, booklets, and catalogs, the form- 
letter seldom pays. A catalog, or a circular by itself, may 
be a poor sales-maker, but it has been found that a personal 
letter will often bring the business, when used with printed 
matter. 

The form-letter, which is the personal letter multiplied 
and which, in language and make-up, so closely approaches 
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the personal letter, will be accepted as personal by the 
average reader. 

Some business men can tell a form-letter, no matter 
how carefully it is prepared. But a perfectly prepared 
and forceful form-letter commands their respect and 
attention as much as a perfect piece of typewritten work. 
It pays, in all cases, to take infinite care that the form. 
letter is a counterpart of its twin—the personal letter. 


How to Determine the Number of Follow-Ups 


An excellent follow-up system’can fail when it is over- 
used. If your prospect cannot be interested by the third 
or fourth follow-up, he is usually considered hopeless, 
though some houses keep after a prospect by regular 
letters over a period of years, depending on the nature 
and value of the proposition to be sold. 

The follow-up letters may take two or three months to 
send out, when sent out at ten day or two week inter- 
vals, and in the meantime your prospect has perhaps 
changed his location or his position or his mind. 

Use good judgment and do not throw good money 
after bad prospects. Do not spend more on him to get the 
business than you would get in profit after you landed 
- the order. 


Personal Letters as Business Letters 


If you yourself receive several form-letters about one 
subject, each one of them enclosing descriptive literature, 
you feel that you are possibly one of thousands who 
are receiving the same attention. 

It does not appeal to a man’s self-esteem to feel that a 
firm has no definite interest in him above the interest 
it has in others. He feels he is of importance as a prospec- 
tive customer and, if the firm does not feel the same way 
about it, it cannot induce him to buy. : 

The average man cannot be “‘bluffed’’ into quick action 
by a cheaply gotten-up form-letter. A personal appeal 
_ must be made and the makeup of your form-letter should 

-make it ‘‘personal.” 
You can keep up the interest of the prospect if you 
enclose with each letter a small, well-written booklet or 
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circular. Such booklets should preferably be written 
in the form of a story with appeals to buying motives. 

If a prospect writes to tell you that he is not interested 
or does not want your product, it is possible that he is a 
better risk than the easy buyer. Go after such a man with 
a real personal letter, using any objections or statements 
he has made in his letter as the basis of your appeal to 
him. 

A man who is courteous enough to take time to turn 
you down has a respect for your house and is therefore 
on the way to become a customer, if he is handled carefully 
and in a businesslike manner. 


Perfecting Sales-Letter Writing 


The ability to write a sales letter, or a good form-letter, 
is the result of much study and practice. There is no 
definite way to write a form-letter that will insure its 
success. . 

It is largely a matter of originality and ability to express 
oneself so that the reader will understand what you are 
selling, and how it will benefit him. 

Many of the best correspondents, men who are making 
a success in the art of writing letters, study every good 
letter that comes to them, and from such letters get sug- 
gestions for their own correspondence. Such men succeed, 
because they add to their own ideas and original methods 
the experience of others. 

If you want to become a capable correspondent, do not 
undertake to apply the sentences and paragraphs of other 
oe to your own work as much as to get ideas from those 
etters. 

As we have said, any man can learn to express himself 
clearly and with force if he is willing to cultivate the 
qualities of good style. Any man can also learn to express 
himself courteously and to use suggestion in writing, 
so his letters will have a personality of their own. 

Hard work and careful application of.the principles of 
Salesmanship will bring continued and increasing success. 
The ability to write a good letter is in most cases a cultivat- 
ed gift. You may have this gift, but it will be without 
value unless you develop it. 


Start today to give your letters the attention they de- 
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serve. Consider each of them as a special messenger 
sent on its way to do your bidding. Then you may be sure 
that you will get results that pay. 


Proper Equipment of Follow-Up System 


Even though your form-letter, with its attached cir- 
cular, booklet, and catalog, has been carefully prepared, 
it is necessary that it be sent out on schedule time if it is 
to get best results. Proper equipment is necessary in every 
follow-up system. 

The first essential is a card index. As soon as an inquiry 
is received, make out a card for the prospect and file it 
behind the proper index guide. After you have circular- 
ized him and he becomes a customer, make a new card or 
ere the card from the “prospect”’ to the “customer” 

e. 

It is usual to use cards of different colors to distinguish 
between a prospect and a customer. When different 
colored cards are used, it is necessary to write a new 
card when the prospect becomes a customer. However, 
this can be avoided when a card with a small projecting 
tab or with a perforated corner is used for the prospect. 

When the prospect becomes a customer, the tab is cut 


_ off or the corner is torn off. Usually separate filing cases 


are used for the prospect and for the customer. This 
is not necessary when different colored cards are used, or 
when the distinction between the two is made on the card 
itself, but it is advisable. 

The facts to be written on a card will vary with the 
nature of the business. The card is a record, essentially, 
showing the name, address, etc. The letters received from 
the prospect are noted on it as well as the letters sent. 
On the reverse side of the card is shown the order or orders 
received. 


How Cards Should Be Filed for Reference 


Cards should be filed so that each one automatically 
comes up for attention on the day an additional letter or 


circular is to be sent. A file called a “‘tickler’’ is a simple 
- way of insuring this result. The card is in this case filed 


behind the date when the additional literature is to be 


forwarded. 
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The inadequacy of this method is that it is not elastic. 
Suppose, for instance, that a letter is mailed to a prospect 
on the fifth of the month and his card is put behind the 
fifteenth for a follow-up. On the tenth an order is received, 
the prospect becomes a customer. The tickler will auto- 
matically send a follow-up letter to this customer on the 
fifteenth, unless the entire file is searched and the card 
removed to the customer’s file. 


When a large number of cards are filed ahead, you will 
readily see that it is not an easy matter to separate the 
customers from the prospects when orders are received. 


This system can be improved by using cards with al- 
phabetical tabs. Each card has a tab which bears a letter 
of the alphabet, and which projects out from the card 
itself. 


The position of the tabs on the card is different, ac- 
cording to the letter used. If it is desired to remove a card, 
only the cards with the tabs in a definite position need be 
considered. All tabs bearing the same letter of the al- 
phabet are in a direct line, one behind the other. 


There may be intervening tabs, but these do not inter- 
fere when looking for a name. This method is good for a 
small list of prospects and customers but requires more 
attention than a large house can afford to give. 


The ideal follow-up system employs an alphabetical file 
where the cards have printed at equal intervals along the 
upper edge numbers for each day of the month. Detach- 
able metal tags, about the width of the number are placed 
on the date for the follow-up. Cards are filed alphabetical- 
ly or geographically, as found best. 


To bring a card up on the 15th, attach a metal tag over 
number 15, which corresponds on the card to the fifteenth 
day on the calendar. The tags are in a straight line for 
any date. On the 15th, all cards with tags over 15 are taken 
from the file. The advantage of the tags over the tabs is 
cross-indexing and detachability. Tags can be removed 
at will. When cards are filed alphabetically by this 
method, any particular card can be found at once, the tag 
removed, and the card placed in the customer’s file, if an 
order is received. 
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How Cards Are Filed More Than a Month Ahead 


When it is necessary to file a card more than a month 
ahead, different colored tags may be used for the month. 
If, in May, you want to file a card for August 5, a white 
tag can be put over the 8 indicating the eighth month and 
the regular tag over the 5 indicating the fifth day of that 
month. On the first of August all white tags are removed 
and can be used for the following months. 

As cards come up for attention they are usually turned 
over to the correspondent in charge of the prospect whose 
name appears onthe card. The record of letters sent and 
received determines what is to be done in the way of fol- 
low-up. 

All the correspondent needs to do, when a form-letter 
follow-up is to be sent, # to indicate the number of the letter 
on the card and hand it to the typist, who fills in the pros- 
pect’s name, address, etc., and sends out the letter. In 
many campaigns a typist can send out the follow-up 
letters without specific instruction from the correspondent. 

When the letter has been sent to a prospect, the card 
is returned to the file and cross-indexed so it will again 
come up for attention at a later date when the next letter 
is to be sent. 

The time it takes to carry your letter to a prospect and 
back again should be considered in the follow-up. If a 
Chicago mail-order house allows fifteen days for a reply 
from a prospect in the Middle States, it will add five or 
six more days when dealing with people in Washington 
or Oregon. 

If a letter must cross the ocean, sufficient time for answer 
must be allowed before another letter is sent. 


_ The Best Days for the Receipt of Letters 


It has been demonstrated by large firms, whose success 
in the mail-order business entitle their experience to con- 
sideration, that the best time to send out a form-letter is so 
a city man will receive it either Tuesday or Wednesday. 

A small town prospect can receive his letter any week 
day except Monday and Saturday. The farmer, however, 
pays most attention to his mail on Friday, Saturday, 

-and Sunday. 
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Mail delays, either in your office, in the postoffice, or in 
the transportation of mail, often overturn the best laid 
plans, and it is only through close watching and adequate 
knowledge of conditions governing the delivery of mail 
that you will insure your form-letter reaching your pros- 
pect at the intended time. 


The Value of the Return Address in Checking Lists 


Many firms doing a mail-order business do not put 
their addresses in the upper left hand corner of the envelope 
on the theory that more people open the letter and read it 
when the element of curiosity is aroused. While this is 
true to a certain extent, the advantage of having a form- 
letter come back, in case it is not delivered, overcomes 
part of the advantage above set forth. 


When a letter having been correctly addressed is returned 
because of non-delivery, the name of the person to whom 
that letter was sent is taken out of the mailing list. One 
of the best ways to make form-letters pay, as we have stated 
elsewhere in this lesson, is to have a list of live prospects 
to send it to. 


When a prospect does not respond to repeated attempts, 
his card should be put in a “dead file,” which is only cir- 
cularized when the firm has an exceptional proposition 
to make. 


Avoiding Injudicious Use of Postage 


One of the main causes of failure in using circular letters 
is the injudicious use of the 1-cent stamp. Even though 
your letter bears all the ear marks of a personal letter, your 
prospect will know it is a form-letter if you send it to him 
unsealed under penny postage. 


Patent side-opening envelopes are useful in some cases, but 
they do not deceive even the ignorant. A 1-cent stamp 
brands your letter unmistakably as a circular, and you 
are courting failure to use it. 


Use of Good Quality Stationery in Form-Letters 


If you cannot give your letter the quality of a personal 
letter, even if it is multigraphed or printed through a ribbon 
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in large quantities, send the prospect a good booklet, cir- 
cular, or catalog. 

Never send out a poor letter. There is no excuse for 
shoddy work, and your prospect knows it. An imitation 
letter that looks personal can only be turned out by a 
type machine. . 

Even then it must be turned out by a trained man or 
woman. A stencil seldom produces an attractive letter, 
and never produces one that cannot be told from a type- 
written copy. 

To make a follow-up pay, it is important that you use 
good letterheads, envelopes, and well printed booklets 
and catalogs. You are trying to induce a prospect to be- 
come a customer. 

You must use as good stationery in winning him as you 
will use when you are doing business with him regularly. 
A good letterhead and an envelope that matches, is one 
of the best ways to impress your prospective customer. 


Keeping Mailing Lists Up-To-Date 


It is the height of absurdity to try to sell efficient service: 
or goods and, at the same time, lack businesslike methods 


in your own firm. Cut out the dead names on your mailing 


list. Dead names are a loss as well as a nuisance. 

If your house handles several lines of goods, it may be 
necessary for you to keep the prospects and customers 
separated according to the line that interests them. 

Projecting tabs or index guides may be used. Each 
guide card corresponds to a particular line and has the name 
of that line upon it. The interested prospect’s name is 
put on a card and filed back of the index guide which 
indicates the kind of follow-up to be used. 

When the prospects interested in a definite line are 


circularized, the prospect cards are filed away alpha- 


betically. 
Sometimes a firm will classify the prospects in one 


occupation, trade or profession and the index guides will 
serve a similar purpose as before. Clip-iags may also be 


used, and sometimes colored cards to make the classifi- 


cations more complete. 
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Testing the Value of Form-Letters 


A preliminary campaign, which includes the form- 
letters to be used, should first be tried out, so as to deter- 
mine the pulling power of the letters. When these letters 
prove satisfactory they will form the basis of the larger 
campaign. 

Names should be selected from the list which will give a 
fair representation of what will be the number of in- 
quiries or sales from the entire list. 

Replies to such letters should be tabulated. Usually 
one or two letters lead strongly. New ideas will come to 
you which, combined with the old, will greatly add to the 
strength of your letters. By this ‘plan you will construct 
a complete set of follow-up letters. 

When it is not possible to use the try-out LES reason, 
judgment and experience must be used to put into a letter 
the appeal that will pull the business. 

It is also well to consider that a letter may be strong and 
still not do business if sent to the wrong kind of prospects. 
A list must be selected with great care if itis not to provea 
loss. To secure the best results the names must be live 
prospects for your goods. 

Through consultation with a good advertising man you 
can secure good mailing lists, or find out where you can 
get the names you want.at much less cost than by com- 
piling them. j 
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SELF-QUIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS 


1.—DO I PREPARE AN OUTLINE FOR MY FORM-LETTER AS I WOULD 
A REGULAR ADVERTISEMENT OR SALES-TALK? 


2.—DO I USE THE QUALITY OF MATERIALS IN MY FORM-LETTERS 
THAT WILL MAKE A FAVORABLE IMPRESSION UPON MY PROS- 


PECTS? 
8.—DO I REALIZE THAT A GOOD FORM-LETTER DEPENDS UPON 


GETTING ON THE PROSPECT’S SIDE OF THE FENCE AND SELL- 
ING HIM FROM HIS OWN EXPERIENCE AND REASONING POWER? 


4—DO I MAKE MY FORM-LETTERS GENUINE, ORIGINAL, FORCI- 
BLE, AND CLEAR? 


$.—-DO I PUT A “PUNCH” IN THE FIRST SENTENCE TO MAKE THE 
READER WANT TO GO THROUGH THE ENTIRE LETTER? 


6—DO I USE PLAIN, SIMPLE WORDS, SO THE PROSPECT WILL 
CLEARLY UNDERSTAND WHAT I HAVE TO SELL AND THE 
TERMS? 

7—DO I MAKE THE PROSPECT FEEL THE VALUE OF MY GOODS 
AND THEIR IMPORTANCE TO HIM? 


8—DO I MAKE THE CLIMAX SO THE CUSTOMER WILL FEEL IT 
IS IMPERATIVE FOR HIM TO BUY OR REPLY AT ONCE? 


9—DO I FOLLOW UP FORM-LETTERS AT REGULAR INTERVALS, 
IN A CONNECTED SERIES, BRINGING OUT A NEW POINT OP 
VIEW IN EACH LETTER? 


10.—DO I SELECT THE NAMES ON MY MAILING LIST WITH CARH 
AND REMOVE “DEAD ONES’? 


EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 


1.—ASSUMING, THAT YOU ARE A CORRESPONDENT FOR THE NA- 
TIONAL SALESMEN’S TRAINING ASSOCIATION, WRITE A LET- 
TER FROM 300 TO 400 WORDS IN LENGTH, CONTAINING A 
STRONG APPEAL TO GET IN LINE NOW AND TAKE UP THE 
COURSE. ASSUME THAT YOU HAVE RECEIVED AN INQUIRY 
FROM A PROSPECTIVE STUDENT, AND THAT YOU ARE AN- 
SWERING IT WITH A SALES-LETTER. 


2—WHY IS PLAIN, SIMPLE LANGUAGE BEST? 
$—WHAT IS THE PURPOSE OF A SERIES OF FOLLOW-UP LETTERS? 
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LESSON NUMBER EIGHT 
THE ART OF ADVERTISING 


THE PURPOSE OF ADVERTISING 


DVERTISING is impersonal salesmanship. Its 
purpose is to reach the composite-customer through 
the eye instead of through the voice of the salesman. 

It is a most important branch of salesmanship. 

In fact it is usually considered as a profession by itself. 
- It embraces nearly all the elements of personal salesman- 
ship, and also requires certain special knowledge and abil- 
ities. 

While advertising is a comparatively new profession, 
it is so well advanced in efficiency and usefulness that many 
think it has reached the zenith of its growth. 

Advertising is done through newspapers and magazines; 
through catalogs, circulars, form-letters, etc.; in street 
cars, elevated and subway trains; through posters, bill- 
boards and signs, electric and otherwise, etc. 

Advertising as we know it today is of recent growth, 
but advertising in its broadest sense is one of the oldest 
forces in the world, for it developed alongside of Salesman- 
ship from the very beginning. 

In the early times it was word-of-mouth advertising, 
to be sure, but even today we recognize that this way of 
advertising is still the most efficient way of getting the 
public to buy goods or service. 


_ The History of Advertising 


About one hundred years ago, written advertising, 
which is really written salesmanship, began to appear in 
newspapers. When such ads appeared in some countries 
they were taxed by the government. 

Even as recently as the Civil War, it was considered 
dishonest for one merchant to try to take the customers 
_ of another merchant away from him. 
| A customer was regarded as the personal property of 

a merchant in much the same way as was his stock, fix- 


- tures, etc. 


Vol. II—19 
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The patent medicine men who sold pills, and other pat- 
ented remedies, first called the attention of business men 
to the money making possibilities of advertising. ‘These 
pioneer advertisers wrote ads so effectively that even a 
healthy man could experience some of the symptoms of the 
malady their medicines were ‘‘guaranteed”’ to cure. 

Today we have reached a stage of business honor, 
where few magazines or newspapers will accept patent 
medicine advertisements unless the firm is well and favor- 
ably known. The business was good, however, while it 
lasted, and many a large fortune was built up on the gul- 
libility of those who read the advertisements of the firms 
who were not honest in their claims. 

It may be interesting to know that the business of the 
dishonest patent medicine advertisers was ruined by pub- 
licity as to the injuriousness and lack of medicinal value 
of the drugs used in the preparation of such medicines. 


How Advertising Started 


While the business world still disbelieved in advertising, 
fakers were reaping fortunes through its use. 

A certain well-known “showman” who is now dead 
was among the first to utilize advertising in the circus 
business, and the hoaxes he initiated and perpetrated on the 
American public are still remembered by the older men 
and women of our present day. 

His statement, ‘the American public loves to be hum- 
bugged,” did much to create the impression that adver- 
tising was untruthful and could not be depended on. 

When advertising first came into use, as a national 
force, hundreds of fake mining companies came into exist- 
ence, robbed the public, pulled up stakes and departed 
for new fields. 

Using the mails to defraud, however, has become a very 
serious felony in recent years, and, as advertisements can- 
not be made to pay without using the mails, fake schemes 
are too risky to be put over now. Hence, government rul- 
ings and legislation have done much to put advertising on 
a legitimate basis. : 

The patent medicine men and the other pioneers made 
money out of advertising, however, and gradually legitimate 
business entered the advertising field. 
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About 1875 the first food products were advertised. In 
twenty-five years the whole business world was awakened 
to the value of advertising as a creator of business, and 
since 1900 all lines of business have been competing under 
the direction of specialists in this field. 


Professional Men as Advertisers 


Some professions, however, are still behind business in 
this respect, as the ethics of the professions have not been 
changed to meet modern conditions. 

The banks, up to a few years ago, refused to advertise, 
but keen competition has, in recent years, convinced 
even the most conservative bankers that it pays them to 
let the public know about the advantages their institutions 
offer, and to keep in closer touch with their depositors. 

Even today lawyers as a class do not advertise, but 
patent attorneys do, and the size of the offices of some of the 
patent attorneys would convince the most skeptical that 
they are succeeding.~ 

Dentists do not advertise as a rule, but enterprising 
business men have begun to conduct dental parlors under 
more or less capable dentists, and these parlors invariably 
do a rushing business. 

Many reputable physicians do not as yet advertise, but 
those who do, including inefficient members of the pro- 
fession, have taken away much business from the non- 
advertising physicians. 


Competition and Its Relation to Advertising 


It will not be surprising to find that even professional 
men of all classes will be forced to advertise in the com- 
paratively near future, as the congestion of city life, where 
the specialists in the professions usually set up their offices, 
is so great as to nullify, to a large degree, the word-of- 
mouth advertising which, in the past, has been the sole 
means of producing business for the reputable professional 
man. 

From the above facts it will be seen that advertising 
enters into the larger part of our business life; that it may 
_ well be considered a part of our entire national development, 
underlying all business and professional life; and, further, 
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that its growth in the future will be in proportion to its 
growth in the past. mS: 

When you consider that it was in 1875 when advertising 
really got its start, and that it was not until about 1900 
when it was first considered to have a scientific basis, you 
will understand that this distinctly American profession is 
just starting on its way toward a still more brilliant future, 
a future that may reasonably be expected to be far brighter 
in its maturity than it has been in its infancy. 


Written Advertising and Creative Salesmanship 


Written advertising is not merely publicity. It is one of 
the most productive forms of creative salesmanship. It 
teaches us to ‘‘be not satisfied with present attainments,” 
and to expect that better living conditions, better health, 


better education, better food and clothing and shelter, 


should be ours as a legitimate right. 

It has put electricity, the telephone, the porcelain 
bathtub, and the automobile into the possession of every 
independent farmer in the land, as well as into the homes 
of the city middle class. 

Business men have usually found that the most expensive 
part. of an article is the first finished product. After an 
invention has been completed, it can be, in most cases, 
turned out in large quantities at a reasonable price; at a 
price, in fact, which is, in most cases, not above what the 
average man can afford to pay. 

So the enterprising.business man creates a demand for 
the new invention or product, and thereby sells thousands 
or tens of thousands of the article at a reasonable price and 
at a small profit, instead of tens or hundreds at a price 
as would prohibit all but the wealthy from making use 
of it. 

Advertising is doing much, in this way, to create an 
actual civilized equality, for it is putting into the homes 
of the day laborers luxuries that even the well-to-do class 
of ten or twenty years ago did not possess. It is teaching 
the average man, indirectly at least, to demand all the 
good things and advantages of life. 


Advertising as a National Force 


We are today but dimly conscious of the advantages that 


ad 
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are to come to humanity, as a whole, through this far- 

reaching force, but what we have gained in the past gen- 

eration foretells the future. Congress passed a law pro- 

ag the manufacture and sale of whisky in the United 
ates. 

The prohibition movement had conducted a campaign 
against alcoholic liquors for years, through national adver- 
tising; and after but limited debate, the legislative body 
of the greatest and richest republic on earth passes a law 
that eliminated the manufacture of a drink that had been 
used, since the beginning of the nation, as almost a national 
beverage. 


Creating Good Will Through Advertising 


Advertising is costly. But good advertising gets results. 
If it did not, men and firms would not invest their money 
init. Itis true that many a fortune has been lost in adver- 
tising. It is just as true that for every fortune lost other 
fortunes have been made. 

Advertising pays, like everything else, only when it is 
made to pay. It can be made to pay through analyzing 
the medium in which it is placed and the composite- 
customer to whom it is directed, and further by having the 
written appeal worked out by specialists who understand 
how to get attention through the eye. 

Advertising should create good will. If it does not 
get good will it is not good advertising. It should intro- 
duce, teach, explain, create desire, convince and sell. 
Advertising is one of the biggest factors in Salesmanship. 

The salesman talks to the individual customer. The 
advertising man must talk to the public. He must there- 
fore understand, not only how to appeal to the character- 
istics of an individual, but how to appeal to the community 
or nation where his advertising is read. 

The efficient advertising man is more than an indi- 
vidual salesman. He is a community, district or nation- 
wide salesman. 


What the Successful Advertising Man Should Know 


__ It is just as important that an advertising man under- 
stand his company, as it is that he understand the public 
_to whom he appeals. A man, to succeed in publicity work, 


140 METHODS OF DISTRIBUTION 


must have a knowledge of life, inasmuch as he must be 
able to appeal to the mass of the people, along lines that 
will influence them in the way he wants them influenced. 

Advertisement writing, covering as it does an appeal to 
thousands or tens of thousands as against the personalappeal 
of the salesman to an individual customer, takes a propor- 
tionately greater amount of time and thought. 


A good salesman may take hours to round out a sales- 
talk, in order to sell a difficult customer. A good adver- 
tising man will work over an ad until it has the varied 
appeal he wants it to have, and which he believes, from his 
judgment and experience, will pull business. 

He will invest time and effort in learning the class of 
people to whom he appeals, as well as selection of the right 
medium, and then he writes his ad to fit the medium and 
the public. 


A quickly written ad will seldom pull business. Great 
care in preparation of copy is necessary. 


Advertising and the Line 


To succeed in advertising a man must know his line 
even more intimately than does a personal salesman. 
Advertising is not word-coinage, nor is it just written 
language. d 

It must have real punch to get attention, but force in 
writing rests upon actual knowledge of the goods, the firms 
and the publie, and not on high sounding phrases that mean 
nothing. No advertisement can be profitable unless it 
influences the public to use the product it introduces. 

There is yet much incongruity in advertising. Some 
theatrical ads would be a credit to an undertaker. Some 
ads, which were meant to create a demand for a product, 
are so prepared as to create a distrust of that particular 
article. 

An advertisement that cries out ‘Our goods are best” 
might much better be written in a human interest way and 
get results. It is better to run a proven advertisement 
that appeals to the public and gets business, than to run 


one that you merely think is finely written. Results count. — 


Vaudeville stunts cannot always be used in advertising, 
although in some cases they have proved winners. Examples 
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of this kind of publicity are the famous Sapolio Spotless 
Town ads, Sunny Jim, Gold Dust Twins, etc. 

Many advertisers have a trade mark which they attempt 
to educate the public to demand when using goods. This 
is overdone unless the advertiser uses some distinctive 
mark which at once appeals to the public and establishes 
the quality of the goods. . 


Relation of Your Audience to Advertising 


Advertising does not pay unless it is backed by brains. 
It must have real ability and hard work behind it to get 
even ordinary results. To achieve unusual results, it must 
have been prepared ‘‘with infinite pains,” by a man or set 
of men who not only understand how to put words together 
in a pleasing manner, but who can make these words 
business-getting messengers. 

The greater an audience an advertisement reaches the 
more care must be taken in its preparation. When a 
grocer writes an ad to appeal to his neighborhood trade, he 
puts but little time and effort into its preparation. On the 
other hand should a wholesale grocery house desire to talk 
to the national user about similar product<, it would have 

‘its publicity copy prepared by an expert, vy an advertising 
specialist. 

In writing an ad for a newspaper, the price of the article 
to be sold, though not always mentioned in the advertise- 
ment, and the class of people appealed to, will have much 
to do with the time and effort required. 


The Secret of Success in Advertising 


It will be seen from the foregoing that success in adver- 
tisement writing comes, as does success in personal Sales- 
manship, through application of energy and brain power in 
developing one’s natural ability to its greatest capacity. 

The average man has so much to do and to read and to 
think about that he does not, and will not, pay attention to 
what you have to say unless you can say It in such a way 
that it will, of itself, get his attention and interest. 

- As a salesman your personality counts, but the person- 
ality of ink and paper rests on the creative ability of the 
advertiser. How to get the attention of an over-adver- 
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tised-to public is the problem that confronts every adver- 
tising man. 

It is solved for a day, a week, or a month by some; 
and then it must be worked out all over again to meet 
changing conditions. 

The same ad appearing time after time may not pull 
except for the first few runs; then again under some condi- 
tions the ad may pull better each time it is run. Suc- 
cessful advertising results from doing something different 
in attracting the public’s attention. 

The something different, however, must not be a cheap, 
flashy ad if you are advertising a bank, church, or any 
other institution where a conservative, sober condition 
of mind is presumed, by the public, to be proper. 

Advertising must always be in keeping with the insti- 
tution it represents. If a firm is to retain the respect and 
good-will of the public, its advertising must fittingly repre- 
sent it in the public eye. Men who seek success in big 
perenne must be men of bigness of mind and heart and 
will. 


Growth of Advertising Demands Specialists 


The specialist in advertising is here, because there are 
men of principle and determination who have resolved to 
invest themselves in this great profession, for its better- 
ment, as well as for their own profit. 

Such men are the future advertising experts of the 
nation. They will be able to get exact results because they 
have exact knowledge. They will know the right appeals 
to make because they know their audience. 

They will be able to describe their goods because they 
know the production and history, as well as their actual 
use. They will influence the public to investigate and buy 
their goods because they know the motives that underlie 
successful salesmanship. 

The primary aim of advertising is to induce the public 
to buy your goods. The first sale is important, but in case 
of a staple article, the purpose is to get the ultimate- 
consumer in the habit of buying your goods. . 

In advertising a staple line the habit of buying is already — 
established, and in such cases it is necessary to graft that 
buying habit into the line of goods you have to sell. 
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When selling specialties or luxuries, however, it is often 
necessary to get the public into an entirely new habit, 
and here is where the necessity of originality and cre- 
ativeness is shown in the advertising field. 


Why Certain Goods Are Bought Instead of Others 


Goods are usually bought because the customer has 
heard about their good qualities, because he believes the 
statements made about them, and because these state- 
ments have been made to him so often as to leave a definite 
impression upon his consciousness. 

It is a psychological fact that the average man or woman 
who reads the statements made about an article and buys, 
does so on the strength of the impression such statements 
have made. An example of this is given in the following 
illustration: 

A well-advertised business college in Chicago checked up 
on its advertising by asking those who called personally 
to inquire about the school where the advertisement was 
seen, or who recommended the school. 

In many cases the student could not tell where the ad 
was seen, or remember the person who told of the school’s 
efficiency. The big fact was the location of the school and 
ae the impression on the prospect’s consciousness was 
good. 

After much questioning of this nature, the Manager 
of the School was forced to the conclusion that the chief 
recommendation such students had was the positive 
statements he incorporated into the advertising matter he 
put into the newspapers and into the letters he sent out. 

This same positive advertising had convinced the gen- 
eral public of the merit of the institution. 


Positive Suggestion and Its Importance 


A positive statement, made over and over again, will 
finally become an established belief to the individual 
reading it. If you read that ‘‘Uneeda Biscuit” often 
enough, you will see those biscuits whenever you buy 
soda crackers, unless some other suggestion is stronger 
than the eye suggestion you have received. 

For instance, if you have seen “‘Uneeda” advertised, but 
have never tasted them, unless you are induced to do so 
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when buying, you may continue to use a salted soda 

cracker which you know you like. In such a case the 

taste habit already formed is stronger than the suggestive 
advertising. : 

' The public does not reason, as much as it accepts the 

positive suggestions given it through the eye and ear 

and other senses. : 

A “chop-house” can often increase its business by mov- 
ing its range to the front window where the public can not 
only smell, but see, its exceptional cookery. It is true, 
however, that should a high-grade restaurant or hotel 
cafe use similar tactics, it would soon go out of business. 

In some of the popular high-grade restaurants young 
women are employed to cook certain dishes, which can 
be cleanly prepared in a chafing-dish at the tables of the 
guests. Of course, this is an innovation and will possibly 
pass out in a short time. It is, however, an example of 
originality in advertising which is worthy of notice. 


The Importance of Human Appeal 


While the ultimate aim of advertising is to get a man 
to form a new habit or to change an old one, the beginning 
may be considered as getting an uninterested public to 
notice your goods or service. 

If you are appealing to a limited class of people who 
use your class of goods, technical description may pay 
better than the human touch. 

However, if the object of your appeal is to induce the 
general public to buy your goods, you must be able to 
gain and hold the interested attention of both users and 
non-users. 

The basis of a result getting ad is to get your compet- 
itor’s customer or prospect interested in what you have to 
an Ads must be written to please the public, not your- 
self. 

If you tell the public about your goods in such a way that 
your ads make good reading only for your salesmen and 
your friends, you may depend on it you are not going to 
get the new business, which is the only reason for investing 
money in advertising. 

Advertisements must be written to get the attention of 
the indifferent man and woman. You are interested in the 
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trade that would ordinarily go to the other fellow. Then 
tell that man or woman something of interest about him- 
self, his needs and your product. 


Do not write about dry-as-dust facts that any other 
advertiser can give them, or that they can get from any 
clerk or workman in your establishment. 


How the Executive Handles His Advertising 


There is hardly one man in a hundred, who is an execu- 
tive, who can successfully write his own advertisements. 
He may have the ability to write a good ad, but he is busy 
with other things and, if he shows good judgment in his 
business, he will no more try to write his ads than he would 
try to sweep out his own factory or place of business. 

True, he will not delegate this authority to an immature 
advertising man. He will employ a man in whom he has 
confidence and then let that advertising man concentrate 
on his task, without the interference of petty detail. 

The tendency of most advertising men is to give too 
much attention to the half-developed ideas of employers 
who think they are capable of running all branches and 
handling all details of a large business. 

It is better for the employer to submit his ideas to an 
advertising man, and put it up to the advertising man to 
see if those ideas can be profitably used in the scheme of 
selling that has been adopted. 

On the other hand, the advertising man should be open 
minded and pick up, from every source, ideas that can be 
used to increase sales. 

It is to the advantage of the advertising man to please 
his employer, and, while an advertising specialist will not 
permit even an employer to dictate how a campaign should 
be run, when such dictation will bring failure, he will always 
be glad, when he can, to utilize his employer’s ideas. 

It is as unreasonable for an executive or manager to 
write his own ads as it would be for him to cook his own 
meals. He may be able to do both, but his whole time 
should be given to the management of the business, and 
not to the preparation of copy which should be delegated 
to a man who has been especially trained in this line of 
work. 
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Fundamentals of Advertising 


Study your. product. This is fully as important for the 
advertising man as it is for the salesman. Learn its 
origin, how it is made, the raw materials entering into its 
make-up, what difference there is between it and other sim- 
ilar articles, what tests it has undergone, and what excep- 

‘tional interest can be created in it from the historical, 
romantic, or story-telling standpoint. 

If you can weave a story around your goods, you will be 
able to approach the public on an interesting plane. All 
men love a good story. Utilize this quality of mind for the 
advancement of your product. 

Grown-ups are over-sized boys and girls, that is all. 
Stories are as interesting to the man or woman as they 
are to the children. People who read magazines and news- 
papers read them for the stories they contain. They pay 
out good money for stories to read. 

The public will read your advertisement if you tell a 
story that is interesting and that bears the stamp of truth. 
And, then, again, any fact that reaches the mind of a reader 
through a story makes it easy of acceptance. 

If you tell a man something as a straight fact, he may 
or may not believe you, but if you clothe such a fact in an 
illustration or put it into a story, he will accept it. The 
story-telling advertisement is the advertisement that con- 
vinces the customer with the least friction. 


Public Opinion and Its Relation to Advertising 


Another important consideration is to find out what the 
public thinks of your goods. Are they considered a neces- 
sity ora luxury? If the public is not going to consider your 
goods as a necessity, and you advertise them as such, it may 
cause you to lose a great deal of money before you can 
readjust your advertising to fit the different conditions. 

If the public considers your article a luxury, and you 
advertise it as though you expected every man in the nation 
to buy it, not considering the financial and other conditions 
that would prevent the average man from making use of 
your product, you will spend much money in haphazard 
advertising. 


Always find out if the public is prejudiced against your 
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goods. For instance, without a campaign of education, 
whale steak would not sell in the United States, but there 
is not much difference between whale steak and the food 
value of any other flesh meats. 

If the public has been taken in by a similar article, it will 
not respond to your campaign readily. What competi- 
tion will you meet that is considered as good as your 
product? Will your product displace another now in use? 
Will it be bought by men or women, or both? Do you 
know the probable number of users and their location? 

What is the proper way to reach your prospects:— 
Newspapers, Magazines, Bill-boards, Window-display, 
Electric signs, or through a direct-by-mail campaign? 


Gathering Information and Testing Your Product 


No matter how well you gather your information together 
it will be incomplete. But the more information you get, 
the easier it will be for you to write an advertisement that 
will appeal to your composite-customer. 

Get your next door neighbor to try your product, if he 
is a user. Ask your stenographer to try it, if she is a user. 
Have your elevator man use it, if he is a prospect. 

Anywhere and everywhere get all the information you 
can to stimulate your originality. Get all the people you 
can in the class to whom you think your product should 
appeal to try out your goods, and then base your opinion 
on their reports, and overcome any objections such user 
may find in your goods. 

When you know the foregoing facts, you are ready to 
build an advertisement that will pull business. 


How to Write a Good Advertisement 


The advertisement itself must get attention in much the 
same way as does a personal salesman. It is the per- 
sonality of a salesman that gets the attention of the 
prospect or customer. The personality of an advertisement 
may be considered the way it looks as well as the actual 
story it tells. 

If the appearance of your advertisement appeals to a man 
he will look at it. If he likes the opening sentence, he will 
read it. If the advertisement teaches him something, he 
will continue to read it. And if it convinces him and influ- 
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ences him to action, you have another customer for your 
goods or service. 

The first problem in advertising, then, is the same as the 
first problem in salesmanship: How to get interested atten- 
tion. Even if you have a good story to tell the public, it 
will do the average man no good unless he reads it. He will 
not read it unless you attract his attention through some- 
thing which immediately arouses his interest. You must 
get his interested attention. 


The Headline or Attention Getter 


Psychologists have demonstrated that the limit of the 
human eye is four words at a time. Hence it is that the 
headline of an ad should be limited to that number of 
words. The three most attractive, attention getting colors 
are first, red, then green, and then black. 

When you write the ad, tell your story to the average 
man. The average man does not understand big words. 
He uses simple, common words in his daily conversations. 
Use such words in writing for the general public. Be spe- 
cific. If you can make a public school child understand 
eee you are saying in your advertisement, so much the 

etter. 

If you advertise in the better and more widely known 
magazine or newspaper, you have a better chance to sell 
the public than if your ad appeared in a trashy magazine 
or “yellow journal.’”’ A tramp can attract attention. A 
salesman who has on a soiled collar can get attention, 
but it is not pleased or interested attention. See that your 
advertisement gets pleased and interested attention. 


Teaching the Public What You Want It to Know 


An advertisement not only must be seen and liked, but 
it must carry a particular fact that teaches the public 
something about your goods. Take a real reason why the 
public should buy, and convince the reader that it is true. 

You either must repeat your advertisement often, or 
you must fix your product in the public mind through a 


phrase that will stay of its own accord. It is usually nec- 


essary to use both methods continuously. 
When your advertisement has convinced the reader that 
your goods are the best to be had without your telling him 
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so directly, it must make him buy. If he does not buy, 
your ad is a failure. He must buy. 

No matter how well known your product is, if you do not 
induce the man on the street to use it, you are a failure in 
business. One of the most effective advertisements is the 
kind that makes a man feel he must buy now or not at all. 

Once the prospect has inquired, in case an inquiry is all 
that is sought from the ad, it is necessary to make him a 
customer. Answers to ads do not pay dividends. Actual 
sales do. 

Make a direct appeal, and you will do away with most 
of the curiosity seekers. The chief difficulty with many 
advertising men of today is that two main classes of buyers, 
women and farmers, are entirely ignored. 

It is an established fact that most of the goods that are 
advertised in magazines or newspapers, or through direct- 
by-mail advertising, are bought by these two classes, 
and yet the advertiser often makes his appeal to the city 
man, instead of to the farmer or the women. 

In summing up, advertisements should be written to a 
definite class of prospects; an investigation should be made 
to make the appeal effective before it is set in type. 

It requires brains to write ads that get business, and it 
requires natural plus developed talent to make an adver- 
tising man a big success. 


150 METHODS OF DISTRIBUTION 


SELF-QUIZ OR SELF-ANALYSIS PERSONAL 
EFFICIENCY TESTS © 


1—DO I STUDY DIFFERENT METHODS OF ADVERTISING TO GET 
POINTS WHICH I CAN USE? NEWSPAPER? MAGAZINE? BILL 
BOARD? CAR SIGNS? ELECTRIC SIGNS? NOVELTY? 


2—DO I REALIZE THAT OPPORTUNITIES IN ADVERTISING ARE 
AS GREAT AS THEY EVER WERE? 


3.—DO I COMPARE THE VARIOUS APPEALS USED BY ADVERTIS- 
ERS TO INDUCE THE PUBLIC TO BUY DIFFERENT KINDS OF 
GOODS? 


4.—DO I REALIZE THAT IT TAKES CAREFUL PLANNING, AND UN- 
DERSTANDING OF HOW TO USE SUGGESTION TO WRITE AN 
EFFECTIVE AD? ; 


8.—DO I PREFER TO WRITE ADVERTISEMENTS RATHER THAN TO 


MAKE SALES BY PERSONAL CALLS IN THE FIELD? 


6.—DO I INJECT INTO MY ADVERTISEMENTS THE SAME KIND 
OF SALESMANSHIP THAT I WOULD IN PERSONAL SELLING? 


7—DO I KNOW THAT IT IS BEST TO CONSIDER THE SIZE OF MY 
AUDIENCE AND THE CLASS OF PEOPLE TO WHOM I APPEAL 
WHEN I WRITE MY AD, AND ALSO WHEN I PLACE MY COPY? 


8.—IS MY KNOWLEDGE OF BUSINESS AND HUMAN NATURE SUCH 
THAT I AM CAPABLE OF ENTERING THE ADVERTISING FIELD? 


9.—DO I KNOW HOW TO WRITE ADVERTISEMENTS TO MAKE SALES ° 


AND NOT TO BRING COMPLIMENTS ON MY “CLEVER” COPY? 


10.—DO I KNOW HOW TO SAY JUST ENOUGH TO INDUCE THE CUS- 
TOMER TO BUY MY GOODS OR TO GET AN INTERESTED AND 
FAVORABLE INQUIRY ABOUT THEM? 


EXAMINATION QUESTIONS FOR WRITTEN 
ANSWERS 


1—SELECT SOME ARTICLE AND THEN MAKE A THREE OR FOUR 


WORD HEADLINE WHICH MIGHT BE USED TO GET INTEREST- 
ED-ATTENTION IF PROPERLY DISPLAYED. 


2—WHAT APPEAL IS MOST IMPORTANT TO SUCCESS IN ADVER- 
TISING? 


38.—WHY MUST AN ADVERTISING MAN KNOW HIS LINE? 
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